Advertising Age 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1955, by Advertising Publications, Inc. 


August 239, 1955 
Volume 26 * Number 35 


15 Cents a Copy + $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. « DE 7-5200 

NEW YORK 17 

480 Lexington Ave. « PL 5-0404 


- THE NATIONAL NEWSPAPER OF MARKETING —> 


Biggest Since Anti- 


Toothpaste Makers Groom Products 
for Approaching Fluoride Fandango 


By Lawrence Bernard 

New York, Aug. 25—The denti- 
frice business seems all set for a 
furious flurry into fluorides—the 
new gimmick in the tooth-cleaning 
business which may well rival the 
epic rushes of the ammoniated, 
chlorophyll and anti-enzyme for 
free promises and reckless spend- 
ing. 

First mentioned in these pages 
nearly a year ago (AA, Nov. 1, ’54) 
when details concerning a new 
Procter & Gamble toothpaste be- 
gan leaking, the fluoride denti- 
frice market has since enlarged 
to the point where at least two ma- 
jor companies are in test markets, 
a third is poised on the brink of a 
national drive and several others 
are watching the big P&G experi- 
ment with hawk-like eyes, content 
to let the Cincinnati Goliath come 
up with the answers to everybody’s 
questions. 

Possibly the biggest question: 
How will the public accept poten- 
tially dangerous fluorides in its 
toothpaste—especially since fluor- 
idation of public drinking water 
has become one of the country’s 


|fiercest controversies, due to the) 


activities of an articulate minority? | 
® To sell a therapeutic fluoride | 
toothpaste without a prescription, | 
a permit from the Food & Drug| 
Administration is essential. Ap-| 
plication for permission to market 
a fluoride has been erproved for 


(Continued on Page 60) 


Resort Advertisers 
Will Get Flood Relief 


New YorK, Aug. 25—Some reg- 
ular advertisers in Modern Bride 
got a measure of flood relief from 
the Ziff-Davis Publishing Co. to- 
day. 

The company announced that 
Pocono mountain resort advertisers 
who suffered damage from last 
week’s floods and who are unable 
to rebuild or repair in time for the 
winter honeymoon season will not 
be billed for their space in the win- 
ter issue of Modern Bride. 

About 20 advertisers will be 
eligible, if relief is needed. 


Senate Subcommittee 


Tightening and Enforcement of NARTB Code 


WASHINGTON, Aug. 24—The Sen- 
ate judiciary subcommittee which 
has been studying juvenile de- 
linquency called today for a sub- 
stantial tightening up in observ- 
ance and enforcement of the 
NARTB tv code. 

The committee’s report on its 
tv investigations said there is no 
direct proof that tv violence pro- 


U.S. Bike Makers 
May Boost Ads 
50% Next Year 


New Yor«k, Aug. 25—Domestic 
bicycle manufacturers are expected 
to increase their advertising during 
the coming year by about 50%. 
This should call for an additional 
expenditure of about $1,500,000. 

Although they complain that the 
new 50% boost in tariff rates on 
imported bicycles authorized by 
President Eisenhower early this 
week is inadequate, domestic man- 
ufacturers—as well as the Bicycle 
Institute of America—are reported 
to be readying plans for more in- 
tensive promotion than the indus- 
try has done in several years. 

The President accepted the Tariff 
Commission’s recommendation for 
an increase in the duty on medium 
and heavyweight bicycles from 
15% of value to 224%%. This type 
of bike represents about 25% of 
all foreign impofts. On lightweight 
bikes, the President lifted the duty 
to 11% % only, instead of the 224% 
recommended by the commission. 


® In terms of dollars, the tariff 
boost on heavyweight bikes is ex- 
(Continued on Page 4) 


Calls for ‘Substantial’ 


motes juvenile delinquency, but 
that “in the light of the evidence 
that there is a calculated risk in- 
curred through the repeated ex- 
posure of young boys and girls, 
even of tender age, to ruthless, 
unethical forms of behavior, the 
subcommittee believes it would 
be wise to minimize this risk in- 
sofar as possible.” 


® The report includes several pro- 
posals for tightening up on pro- 
gramming. 

1. Formation of citizens groups 
of local “listening councils” to in- 
sure good programming. 

2. Stricter supervision of pro- 
gramming by the FCC. 

3. One-hundred per cent station 
membership in an association “like 
NARTB.” 

4. Extension of the tv code to 
cover tv films. 

5. Immediate establishment of a 
Presidential commission to study 
mass media and report periodical- 
ly on practices detrimental to 
children. 

While the report is highly criti- 
cal of NARTB’s code enforcement, 
it urges all stations to get into the 
association and support the code 
work. 

“No matter how high the stand- 
ards of any one station manager,” 
the report says, “he is falling short 
of his responsibility as a member 
of the group when he remains 
aloof from the voluntary trade as- 
sociation sponsored by other mem- 
bers of the industry.” 


= Turning its guns on NARTB, 
the subcommittee said it might be 
pertinent to ask how many of the 
90,000,000 persons who view tele- 
vision could describe the associa- 
tion’s code seal. 

The report points out that the 


(Continued on Page 61) 
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TRUE-TO-LIFE—This first ad in the 

Sarong Inc. series illustrates how 

the company plans to introduce the 

girdle “as it might be seen in nor- 
mal, daily activity.” 


Sarong Ads Show 
Girdles Glimpsed 
in ‘Normal’ Use 


New York, Aug. 26—Sarong 
Inc., which has nothing but the 
back of its hand for “highly im- 
probable” girdle advertising, has 
started a drive showing its own 
product in “true-to-life” situations. 

Sure enough, first ad in the 
series shows a girdled filly in a 
typical “it could happen to you” 
spot. She’s debarking from a han- 
som cab with her skirt up around 
her midriff and her Sarong criss- 
cross girdle shows completely— 
every handsome stitch in it. 


® Insertions appear in the Sep- 
tember Vogue, the October Har- 
per’s Bazaar, the New York Times 
Magazine, This Week Magazine, 
and a number of independent Sun- 
day supplements. 

Robert Hall, v.p. in charge of ad- 
vertising, thinks the “true-to-life” 

(Continued on Page 60) 


‘Farm Journal’ Answers FTC... 


Merger with ‘Better Farming Won't 
Reduce Competition, Babcock Says 


Robinson-Patman Act 
‘Criticized by Former 


™ FTC Economics Chief 


WasHINGTON, Aug. 25—The Rob- 
inson-Patman Act came in for 


'|some harsh criticism today as the 
.|Senate anti-monopoly subcommit- 


tee began an eight-day hearing to 
determine whether existing anti- 
trust laws effectively check mono- 
poly. 

Some of the most extensive criti- 
cism came from Jesse W. Mark- 
ham, professor of economics at 
Princeton and former chief of 
FTC’s bureau of economics. 

He said that in some respects 
the Robinson-Patman Act results 
in discriminations against large 
and integrated buyers, because 
they do not always get the benefits 
of the savings which are involved 
in big transactions. 


@ Prof. Markham was particularly 
critical of the brokerage clause in 
the act, which has been interpreted 
to outlaw brokerage except to in- 
dependent brokers. 
Arguing that brokerage should 
(Continued on Page 39) 


‘Farm Journal’ Lectures 
FTC on Economics of 
Farm Magazine Field 


PHILADELPHIA, Aug. 26—Farm 
Journal Inc. today filed an answer 
to the Federal Trade Commission 
charge that it had violated the 
Clayton Act in acquiring Better 
Farming from Curtis Publishing 
Co. 

In its answer, it said flatly that: 

1. Its competitive advantage has 
not been enhanced by the acquisi- 
tion. 

2. That vigorous competition 
will continue to exist within the 
field for advertising dollars, both 
from agricultural publications and 
all other media. 

The answer, complaining that 
the charges are “baseless in fact 
and unsupported in law,” asked 
the action be dismissed with prej- 
udice. But beyond the legal ter- 
minology, the answer amounted to 
a polite lecture to the FTC on the 
economics of magazine publishing 
in the agricultural field. 


# Farm Journal President Richard 
J. Babcock made these points: 
(Continued on Page 8) 


Anyone for Daytime?... 


Prime Evening Slots Are 
Becoming a ‘Closed Shop’ 
for Luckier Advertisers 

New York, Aug. 26—An adver- 
tiser who wants a nighttime net- 


work tv spot for the 1955-56 sea- 
| son and hasn’t latched onto it yet 


Last Minute News Flashes 


Erwin, Wasey Gets Campana Italian Balm 
Batavia, ILL., Aug. 26—The Campana Sales Co. has named Erwin, 


Wasey & Co. to handle advertising 


of its Italian Balm, effective Sept. 


1. The account previously was with Wallace-Ferry-Hanly. Erwin, 


Wasey got Campana’s Ayds last 


Jan. 1. Fletcher D. Richards Inc., 


continues to handle Campana make-ups and its Sheer Magic. 


JWT Succeeds BBDO on Murine Account 


CHIcaco, Aug. 26—Murine Co., has appointed J. Walter Thompson 
Co. as its advertising agency. JWT_succeeds Batten, Barton, Durstine 


& Osborn. 


Woolworth Extends Radio Hour Across Canada 


New York, Aug. 26—F. W. Woolworth Co., which made its debut in 
network radio last June with an hour musical show on CBS Radio, is 
extending the program across Canada. Starting Sept. 4, the “Wool- 
worth Hour” will be piped to CFRB, Toronto, and then by wire to 31 
basic stations of the Dominion Network, plus 17 additional stations. 
Weelworth’s agency, Lynn Baker Inc., New York, handled the setup. 


Geare Marston Adds Jonny Mop Account 


New Brunswick, N.J., Aug. 26—Personal Products Corp., a subsid- 
iary of Johnson & Johnson, has appointed Geare Marston Inc., Phila- 
delphia and New York agency, to handle advertising for its Jonny Mop 
division as of Jan. 1, 1956. The account has been handled by Batten, 
Barton, Durstine & Osborn, New York, since the product was intro- 


duced in August, 1951. 


(Additional News Flashes on Page 61) 


Doors Are Swinging Shut on Video 
Nets’ Nighttime Sponsorship ‘Club’ 


faces pretty slim pickings. 

If the would-be sponsor wants to 
get in the peak rating hours be- 
tween 8 and 10:30 p.m. EST, CBS- 
TV has nothing to offer him. At 
NBC he can be fitted in as one- 
sixth sponsor of the new “Perry 
Como Show,” provided there are 
no product conflicts with the oth- 
er five advertisers signed for the 
Saturday night program. ABC can 
offer him a choice of several pe- 
riods, but here, too, the list of va- 
cancies is getting shorter all the 
time. 


CBS—Few Colorcasts 


CBS will start its evening net- 
work programming 15 minutes 
earlier this fall, with “Douglas Ed- 
wards & the News” scheduled at 
7:15 Monday through Friday, On 
working days everything is sold 
out with the exception of two-half 
hours weekly and one half-hour on 
alternate weeks. 

Available as this story went to 
press were Wednesdays and Fri- 
days at 7:30 and alternate Thurs- 
days at 10:30. Two new film shows, 
“Brave Eagle” and “My Friend 
Flicka,” have been pencilled in for 
the Wednesday and Friday seg- 
ments. “Wanted,” a true crime se- 
ries which plans to feature the real 
people involved, has been booked 
for the Thursday spot, with White- 
hall Pharmacal as alternate spon- 
sor. 

Now under the direction of a 
new agency—Kudner—Frigidaire 

(Continued on Page 8) 
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Battle Brews in Newsstand Sales as 
American News Enters Local Fray 


Cuicaco, Aug. 24—American 
News Co., staggering under the 
double loss of Look and Time Inc. 
distribution, is still a powerful 
name in the newsstand magazine 
circulation business. 

American News now does only 
about a fifth of the newsstand busi- 
ness in the U.S. and Canada, leav- 
ing four-fifths for the “independ- 
ent” distributors and local whole- 
salers. But a couple of recent re- 
organization moves by ANC have 
thrown a chill into the hearts of 
the independents. 

This was evident yesterday at a 
convention of the newly formed 
Mid-American Periodical Distrib- 
utors, which represents one-third 


wholesalers. The heavily-attended 
convention had an emergency air, 
and the emergency centered around 
these recent developments: 


® 1. Two months ago, Henry Gar- 
finkle—old-line local wholesaler 
for whom his former colleagues 
have considerable respect—took 
over control of American News Co. 

2. In a strong first move, Mr. 
Garfinkle three weeks ago opened 
up the company’s facilities to local 
distribution on a selective basis. 
Traditionally, ANC had handled 
magazines only on an across-the- 
board national basis. 

3. Hearst’s International Circula- 
tion Distributors took immediate 
advantage of the new policy by 
franchising American News in cer- 
tain areas for 39 Hearst-handled 
publications (AA, Aug. 1). 


= Wm. H. Palmer, president of 


Mid-American, focused the inde- 
pendents’ fears Monday with a 
blast at American News Co. in 
which he compared it to a “drown- 
ing man caught in midstream, 
making a last, desperate effort to 
reach the shore.” 

“There is no person in this room 
who does not know the new policy 
of American News Co.,” he told the 
convention. “It has opened its doors 
in some 375 branches throughout 
the country, and will openly solicit 
independent franchises. 


® “Certain publishers have already 
indicated an interest, while others 
are issuing thinly veiled hints as to 


their future action unless new 
of U.S. and Canadian independent 


standards are met by the independ- 
ent...The unthinking publisher is 
going to demand more and more 
service from a distributor who sim- 
ply cannot afford—under the pre- 
sent margin of profit—to give it.” 

Mr. Palmer added that American 
News can no more afford addition- 
al service than the independent— 
and he charged that the company 
was trying to “gain back that won- 
derful monopoly they once en- 
joyed.” He suggested that it may 
be mecessary for independent 
wholesalers to form a _ national 
organization to do battle with ANC. 


® “Unthinking” or not, the pub- 
lishers present at the convention 
were quite obviously far from un- 
happy about American News Co.’s 
new competitive move; several of 
them said so. 

George Martin, of the Hearst dis- 
tributing organization, said frank- 

(Continued on Page 63) 


Client Has Too Much 
Business, So Agency 
Resigns the Account 


San Francisco, Aug. 23—From 
San Francisco comes the unusual 
story of success forcing an agency 
into relinquishing its client, 

Fred Gray & Associates, which 
has been handling advertising and 
publicity for the Cow Palace since 
1947, cancelled its contract effec- 
tive Oct. 1, after which the ac- 
count will be handled by the How- 
ard Freeman Agency. 


e Gray announced termination of 
the contract in order that it might 
devote more of its efforts to ad- 
vertising. 

“When we first took the con- 
tract,” Gray said, “there were only 
two shows a year in the Cow Pal- 
ace. Now, however, it has become 
the greatest sports and show center 
in western America, and we don’t 
have sufficient time for our other 
advertising work.” 


LEONARD E. B. ANDREWS has been 
named ad manager of Dr. Pepper 
Co., Dallas. Formerly assistant v.p. 
and p.r. and ad director of Texas 
Bank & Trust Co., Dallas, Mr. An- 


drews succeeds A. H. Caperton, | 


who has resigned to enter his own 
business. 


12-Point Ad Credo 
David Ogilvy Sends 


to Clients, Agencies 


New York, Aug. 24—David Ogil- 
vy, whose agency is in the midst 
of a promotion drive, has penned 
a “creative credo,” which is being 
mailed to advertisers and agencies 
along with proofs of Ogilvy, Ben- 
son & Mather ads. The credo: 

“1. Every advertisement is a 
part of the long-term investment in 
the personality of the brand. 

“2. If your campaign is not built 
around a big idea, it will be second 
class. 

“3. In advertising, the beginning 
of greatness is to be conspicuous 
and different. The beginning of 
failure is to be invisible and or- 
thodox. 

“4. In advertising, compromise 
is oblivion. Whatever you do, go 
the whole hog. 

“5. Play your selling theme loud 
and clear—so everyone can see it 
at a glance. 

“6. The average person reads 
only four advertisements in the 
average magazine. Advertisements 
can’t sell if nobody reads them. 
You can’t save souls in an empty 
church. 

“7, You cannot bore consumers 
into buying your product. It is 
better to interest them in buying 
it. 

“8. The consumer is not a moron. 
She is your wife. And she is 
grown up. 

“9. Our advertisements tell the 
truth, but we make the truth ex- 
citing. 

“10. Good salesmen are inexor- 
able but charming. So are good 
advertising campaigns. It pays to 
be friendly. 

“11. No campaign was ever con- 
tinued too long, and no good ad- 
vertisement was ever repeated too 
often. 


“12. It is never too late to im- 
\Prove an advertisement—even after 
the client has okayed it.” 


gan, at the opening of “Roadshow 


Map, Low-Pressure 
Pitch, Tell of New 
San Diego Growth 


Cuicaco, Aug. 24—A huge map 
of San Diego, which was con- 
structed in two years by a man 
who traveled 30,000 miles by foot, 
horseback and auto to insure its 
accuracy, was the main attraction 
at the “Roadshow San Diego” ex- 
hibit which opened here yesterday 
for four days. 

The map was constructed by 
Wallace Hamilton and conceived 
by James S. Copley, president and 
publisher of the San Diego Union 
and Evening Tribune. The newspa- 
pers are sponsoring the tourist ex- 
hibit, which will be in New York 
Sept. 12-16; San Francisco, Oct. 10- 
13, and Los Angeles, Oct. 17-21. 

More than 200 Chicago agency 


SAN DIEGO SHOW—John Mulkey, of the San Diego Union and Eve- 
ning Tribune, greets Norman Larson, president of O’Neil, Larson 
& McMahon, and Clyde Joice, president of Goodkind, Joice & Mor- 


San Diego” in Chicago. More than 


200 admen and clients who attended the show heard about the 
growth of San Diego and saw a huge map of the market area. 


and admen have absorbed a low- 
pressure, no-pitch indoctrination 
about the growth of San Diego 
since the show opened. 


= “We're making no talks, handing 
out no charts,” explained John T. 
Mulkey, manager of general adver- 
tising for the San Diego newspa- 
pers. “We're on the road to help 
advertising and business leaders 
realize visually a market which has 
grown three times as fast as the 
rest of the booming West.” He said 
the current population of San Diego 
is 736,000, and the market has an 
income of $1,316,000,000. 

The principal attraction of the 
roadshow is a 136-sq. ft. contour 
map of the San Diego market area, 
wired for push button illumination 
of popular tourist meccas and in- 
dustrial centers. The map is built 
in eight sections and is reassembled 
and rewired at each location. 


New York, Aug. 24—Supravi- 
sion, a new promotional service 
development for grocery and drug 
manufacturers in supermarkets, 
will be introduced in September in 
the 36 stores of the Syracuse divi- 
sion of American Stores Co. by 
Storecast Corp. of America. 

Supravision is said to provide 
a complete package of visual dis- 
plays plus follow-through mer- 
chandising services. The integral 
unit is the Storecast music-lantern, 


high-fidelity music transmitter, 
section marker and aisle display 
medium. 

As explained by Storecast, Su- 
pravision advertising displays ex- 
tend from the music-lanterns into 
the store aisles above the shelves 
adjacent to the products they ad- 
vertise. These displays may feature 
advertising art alone or, in com- 
bination with actual packages, 
highlight products on the super- 
market shelves. 


® In the first operation of Supra- 
vision in the Acme Super Markets 
of the Syracuse division of Ameri- 
can Stores, music, news and 
weather will be broadcast into the 
stores by five fm stations of the 
Rural Radio Network. The five 
stations in this farmer-owned 
statewide network are WRRA, 
Ithaca; WRRC, Cherry Valley; 
WRRD, DeRuyter; WRRE, Bristol 
Center, and WRRL, Wethersfield- 
Bliss, N. Y. 

Weekly customer traffic in the 
Acme supermarkets of American 
Stores is reportedly 150,000. The 
introductory rate of Supravision 
is $50 per week for a 26-week par- 


which serves as a lighting fixture, | 


Supravision, New Visual Display Device, 
Will Be Introduced in 36 Supermarkets 


ticipation, which, Storecast points 
out is less than 35¢ per 1,000 
screened customers at point of sale. 
This special introductory rate is 
guaranteed to charter participants 
for 26 weeks, regardless of the 
number of new markets which 
may be opened by American 
Stores during that time in its Syr- 
acuse division. Supravision rates 
are commissionable at 15% to rec- 


(Continued on Page 58) 


ALL-IN-ONE—Supravision, a new sec- 
tion marker, lighting fixture, music 
maker and display medium for su- 
permarkets, will be introduced in 
September in 36 stores of the Syra- 
cuse division of American Stores 
Co. by Storecast Corp. of America. 
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Pennsylvania Frauen 
Sagen, ‘Dass Jelly in 
Tubes Schmeckt Gut’ 


New HOo.ianp, Pa., Aug. 24— 
Jelly in collapsible tubes has 
housewives in this area all aquiver. 

Wright Bakery, in cooperation 
with the Collapsible Tube Manu- 
facturers Council, tested the un- 
usual packaging of the popular old 
consumable favorite in Lancaster 
County starting the week of July 
18, delivering them door-to-door 
with bread, and found consumers 
eager to keep on using jelly in 
tubes. 

“Four out of every five pur- 
chasers said they would continue 
to re-order the jelly,” reported 
Farrell Smith, sales manager of 
Wright’s Bakery. 


® Seventy-eight replies to a ques- 
tionnaire about the jelly were re- 
ceived during the first week of 
sales. Sixty-eight said they en- 
joyed the jelly, one commented un- 
favorably, and nine made no 


‘comment on how they liked it. The 


questionnaires showed the jelly. in 
tubes was used on toast, in making 
fancy sandwiches and canapes, on 
picnics and fishing trips and in 
lunch boxes.” 

Unsolicited comments noted: 
“We would like to buy other items 
packed in tubes—mustard, catsup, 
mayonnaise.” 

Also, “We think this is the 
nicest idea that has come along. It 
is easy to use. No muss, no fuss, no 
bother.” 

Some of the replies appeared to 
be in the local Pennsylvania Dutch 
vernacular. Said one vernacular- 
ized respondent, “Don’t print der 
advertising on der box. Ve throw 
dat out anyway. Just put vun more 
ounce jelly in der tube.” 


Benton & Bowles 
Sets Up Market 
Division for Drugs 


New York, Aug. 23—Benton & 
Bowles has set up a separate divi- 
sion to handle marketing problems 
of clients with prescription drug 
products. 

Set up to work exclusively on 
marketing problems in the pres- 
cription drug and allied fields, the 
division is known as the profes- 
sional marketing division. First 
client is the Eaton Laboratories 
division of Norwich Pharmacal 
Co., an agency account since 1949. 

This represents a major and 
pioneering move by a large gen- 
eral agency into this important 


s | field,” Robert E. Lusk, president 


of the agency, said in making the 
announcement. The agency’s deci- 
sion to go into this highly special- 
ized division is based on two 
developments he said. 


= “First, more and more of the 


-| total prescription volume in this 


country consists of brand name 


'|products, produced and packaged 
‘| by pharmaceutical manufacturers. 
=| Second, the market and competi- 


tion in it have grown enormously. 
“We feel, therefore, that, to 


4| provide our clients with complete 


marketing counsel and service, we 
must make available to them the 


_|highly specialized skills and ex- 


perience required in the prescrip- 
tion drug field, together with the 
general agency facilities and 


>> | services now at their disposal.” 


Names of executives who will 
head the new division have not yet 
been announced. 


Tobias & Co. Names Martin 

Al Martin has resigned as staff 
writer of the Post, Charleston, 
S. C., to join Tobias & Co., Charles- 
ton agency, Sept. 1. 
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Minnesota Women 
Wriggle Into 121 
Brands of Girdles 


MINNEAPOLIS, Aug. 24—The 
number of televison set owners in 
Minnesota has increased 12% since 
last year—and 121 brands of 
girdles were reported in use 
throughout the state this year— 
according to the fifth Minnesota 
homemaker survey conducted by 
the research department of the 
Minneapolis Star & Tribune. 

The report contains comparative 
data on more than 50 products— 
mainly food, personal care items 
and appliances. Percentage of 
households using the products and 
brand standings are reported, with 
additional data relating to the use 
of products sometimes included. 

There are separate tabulations 
for the entire state and for Henne- 
pin County (metropolitan Minne- 
apolis) alone. In many instances, 
data is also reported by city and 
town-farm breakdowns. 

The survey discloses that the 
number of tv set owners has 
jumped from 53% last year to 
65.1%. RCA Victor has 17.7% of 
the market; Admiral is second with 
9.7%. 


® Some of the other findings in the 
study are: 


® Use of canned orange juice ap- 
pears to be declining, while use of 
frozen orange juice is increasing. 
Users of canned orange juice 
dropped from 31.9% in 1954 to 
27.6% this year. Frozen juice users 
increased from 44.3% last year to 
47.5% this year. 


e Of Minnesota women, 14% now 
own clothes dryers, compared with 
6.9% in 1953. 


e Pudding mix use is increasing— 
from 72.7% in 1954 to 78.7% this 
year. 


® Margarine was used by 29.7% 
of Hennepin County homemakers 
this year, compared with 37.7% in 
1954. 


® More homes were drinking soft 
drinks, with 73.5% of state resi- 
dents using the beverages this 
year, compared with 71.9% in 
1954. Seven-Up has 40.1% of the 
market; Coca Cola ranks second 
with 27.7%. 


® Hennepin County residents buy 
more tooth paste than powder; 
89.7% buy tooth paste, 17.3% buy 
tooth powder. 


© A total of 77% of Minnesota 
homemakers own electric vacuum 
cleaners, with 56% of these owning 
the tank type and 43% the upright, 


Pear Growers On 
West Coast Plan 
Larger Ad Drive 


SEATTLE, Aug. 24—The promo- 
tion of canned Bartlett pears to 
restaurants and institutions will be 
stepped up during the 1955-56 
season—the third year of coopera- 
tive promotion by growers in Cali- 
fornia, Oregon and Washington. 

The campaign will start in Sep- 
tember with a publicity drive. The 
publicity will report actual uses of 
the pears in hospitals, drive-ins, 
hotels, restaurants and other food- 
service operations. 

Advertising in trade papers in 
this field will start in October. 
Food-page publicity in the con- 
sumer field also will begin in Sep- 
tember and October. Color and 
b&w plates will be furnished to 
newspapers in large-volume mar- 
kets. A special mat service will be 
used for small town and city mar- 
kets. 

Newspapers, tv and radio in 
selected areas, coupled with dealer 
service work on merchandising, are 
contemplated for the spring drive. 

Pacific National Advertising, 
Seattle, is the agency. 


TWO SPEEDS, TWO PAGES—With this color spread in Life, Sept. 12 

Whirlpool Corp. will launch a four-month, $4,000,000 consumer 

campaign which it calls the largest in home laundry history (see 
story on Page 31). Kenyon & Eckhardt, Chicago, is the agency. 


R&R Loses Norman 
Heyne—and Morris 
B. Sachs—to Wesley 


Cuicaco, Aug. 24—Norman E. 
Heyne, v.p. in charge of radio-tv 
production of Ruthrauff & Ryan, 
will gather up his $250,000 Morris 
B. Sachs account Oct. 1 and take 
it over to Robert B. Wesley and As- 
sociates, which will then become 
Wesley, Heyne & Cuca. 

Mr. Wesley will be president of 
the new agency, Mr. Heyne will be 
v.p. and James A. Cuca, who has 
been general manager of Wesley, 
will become secretary-treasurer. 

Mr. Cuca told AA that Mr. Heyne 
would bring other business with 
him, “which I can’t mention.” Mr. 
Heyne said only, “I have some 
leads on new business.” 

Wesley now handles Burton- 
Dixie Corp., bedding manufacturer, 
the account which Mr. Wesley 
took from Turner Advertising 
Agency three years ago to form his 
own company. ; 


® The addition of the Sachs ac- 
count will bring the Wesley billing 
up to the $1,000,000 mark this year. 
Burton-Dixie bills between $500,- 
000 and $800,000. 

Mr. Heyne is a pioneer in the ra- 
dio-tv field. He was radio director 
of Schwimmer & Scott for nine 
years before he began his 13-year 
stint at R&R. 

He was in on the development of 
such well-known commercials as 
“Mommy, I Want a Salerno Butter 
Cookie”; “Mortimer, Don’t Forget 
the Thomas J. Webb Coffee” and 
“Don’t Say Fox, Say Fox DeLuxe.” 
He has produced the Sachs radio 
and tv shows for several years. 

Both Mr. Wesley and Mr. Cuca 
were with Atlas Film Corp. here as 
president and director, respective- 
ly, before their entry into the 
agency business. 


Dailies Will Break 
Alltime Ad Record, 
Says ANPA’s Barnes 


Houston, Aug. 23—Newspapers 
will exceed the alltime advertising 
record made in 1950, Harold 
Barnes, director of the Bureau of 
Advertising of the American News- 
paper Publishers Assn., said here 
last week. 

Mr. Barnes made his prediction 
at a meeting of the Texas Daily 
Newspapers Assn. 

Good news, Mr. Barnes charac- 
terized it, is that newspaper adver- 
tising linage has increased 8% for 
the first half of 1955, compared to 
the same period of 1954. 

“For every $10,000 spent in 
television advertising,” he asserted, 
“an advertiser could buy 860 lines 
in every daily newspaper in Texas, 
with a total daily circulation of 2,- 
600,000.” 


@™ Texas newspapers have in- 
creased their penetration of the 
public in the past four years, Mr. 
Barnes pointed out, and circulation 
of Texas newspapers has increased 
twice as much as the population in 
that period. 

D. D. Ringwald, publisher of the 
Alice Echo, was presented with a 
special award for his courage in 
publishing the stories of neighbor- 
ing Duval county politics, which 
won a Pulitzer Prize for his re- 
porter, 

The association paid tribute to 
two late publishers, Amon Car- 
ter, of Fort Worth, and Frank 
G. Huntress, of San Antonio, who 
died last June 23 and July 30 re- 
spectively. 

A panel discussion on merchan- 
dising for advertisers was led by 
Robert Barron, director of national 
advertising for the Houston Post. 

The next meeting of the associa- 
tion will be Feb. 5-8, in Dallas. 


Bank’s Socko Drive | 
Shows Argyle Better 
Than Guile in Ads 


COFFEYVILLE, Kan., Aug. 24— 
Around here the yarn they’re spin- 
ning is that an argyle sock has 
made this city’s First Federal Sav- 
ings & Loan Assn. the eighth largest 
in the state, despite the fact that it 
is one of the youngest such organ- 
izations in Kansas. 

The argyle sock is part of First 
Federal’s theme, “Sock It Away” 
used on outdoor posters, newspa- 
pers, radio and in direct mail. First 
Federal customers have even re- 
ceived a plastic sock to use as a 
bank, and initially, in the mail 
campaign, a real sock was sent out. 


® First Federal’s president, W. A. 
Willbern, credits this well-knit pro- 
motion with helping bring 325 new 
accounts (to the tune of $350,000) 
into his bank in a three-month 
period. 

“We know that at least 50% of 
our rapid growth can be attributed 
to advertising. Our advertising 
budget of 7% of gross is one of the 
highest in the country for budgets 
based on gross income,” he says. 

Mr, Willbern gives special credit 
to the cooperation of the three 
media it has used—Atlas Outdoor 
Advertising, Radio Station KGGF 
and the Coffeyville Daily Journal. 

Wilson Advertising Co., Tulsa, 
provides advisory service to First 
Federal, and Poster Inc., Tulsa, 
has provided art work and posters. 


Sealy Launches TV 
Show in Boston with 
Newspapers, Outdoor 


ALLsTon, Mass., Aug. 25—An 
advertiser who considers a tv show 
good enough to buy, should give 
it a big promotion sendoff. 

This seems to be the thinking 
behind Sealy Mattress Co.’s plans 
for launching “Waterfront” on 
WNAC-TYV, Boston, this fall. The 
northeast division of the company 
will sponsor the 30-minute film 
drama, which stars Preston Foster, 
on alternate weeks starting Oct. 2 
at 7 p.m., EDT. 


s To build and keep an audience 
for the show, Sealy will use news- 
paper ads and outdoor posters as 
well as a schedule of television an- 
nouncements reminding viewers to 
“watch Sealy on Sunday.” Tarler & 
Skinner handles this account. 

A broadside soliciting their sup- 
port for the television promotion 
will be sent to 2,000 dealers in 
the New England territory. 


Honig-Cooper Moves Oftice 

Honig-Cooper Co, has moved its 
Seattle office to larger quarters in 
the Tower Bldg. 


Highlights of This Week's Issue 


Old German drinking song is used 
by weenie maker to spark its 
advertising 
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Judge says Buffalo department 
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U.S. May Back 
$3,000,000 Push 
for Sheep Men 


growers have cast their ballots, and 
an announcement is expected early 
next month on the results of a 
referendum which could lead to a 
novel, government-sponsored ad- 
vertising and promotion program 
for wool and lambs and their prod- 
ucts. 

As worked out under the Wool 
Act of 1954, the promotion and ad- 
vertising program would be ad- 
ministered by the American Sheep 
Producers Council, Chicago, an 
organization specially created for 
this purpose. The funds for the 
campaign, amounting to an esti- 
mated $2,500,000 to $3,000,000 a 
year, would be provided by the 
Secretary of Agriculture from the 
incentive payments which would 
otherwise go to sheep growers. 


® Under the Wool Act the gov- 
ernment is guaranteeing an in- 
centive price of 62¢ per pound on 
shorn wool for the April 1, 1955— 
March 31, 1956, marketing year. 
The referendum, which has been 
under way this summer, asks wool 
growers to permit the government 
to deduct 1¢ per pound from shorn 
wool payments and 5¢ per hundred 
pounds of live weight for lamb and 
yearling payments in order to fi- 
nance the promotion effort. 

Agriculture Secretary Ezra Taft 
Benson has already drafted an 
agreement with the American 
Sheep Producers Council to carry 
out the promotion campaign in 
the event the sheep growers give 
their approval. 


® The council, an Illinois corpor- 
ation headed by G. N. Winder and 
temporarily housed with the Na- 
tional Livestock & Meat Board, is 
made up of the following organi- 
zations: The National Wool Grow- 
(Continued on Page 58) 


‘Philadelphia News’ 
Gets New Owner and 


Modernization Plan 


PHILADELPHIA, Aug. 24—The 
Philadelphia Daily News has a new 
owner this week and will probably 
have a new manager and a 
modernization plan before long. 

Matthew H. McCloskey, million- 
aire building contractor and chair- 
man of the board of the News, 
has purchased all of the stock 
held by Mrs. Myrtle W. Ellmaker, 
widow of the late Lee Ellmaker, 
former publisher. The purchase 
gives him an estimated 85% of 
the stock and makes him virtually 
sole owner of the paper. 

Mr. McCloskey became chair- 
man of the board last September, 
after buying a large portion of the 
stock. He may assume the title of 
publisher also, AA was told, but 
at present Lee Ellmaker Jr. re- 
mains in the post. 


® AA was also told that Mr. Mc- 
Closkey will name a new officer, 
v.p. and operating general man- 
ager, to assume complete charge of 
the paper and to direct a physical 
modernization program. The ap- 
pointment is expected at the next 
board meeting within the next 
few weeks. 

Another anticipated change be- 
ing discussed is the publication of 


54\an early morning edition, to com- 


pete with the late editions of the 
Philadelphia Inquirer. 

There is also some speculation 
that the Inquirer might retaliate 


The News’ circulation is now 


42/ 178,000 and is expected to hit 
12| 200,000 by Oct. 30. 
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U.S. Bike Makers 
May Boost Ads 
50% Next Year 


(Continued from Page 1) 
pected to amount to $1.23, which 
will mean $1.70 in added cost to 
consumers. For lightweight bikes, 
the added tariff of 88¢, after mark- 
ups, will amount to $1.25 on bikes 
that now retail at $38 to $40. 


® Retailers, association officials 
and business paper editors told AA 
this week that they expect heavier 
prmotion by domestic bicycle mak- 
ers this Christmas and next spring. 
This was confirmed guardedly by 
spokesmen of some of the manu- 
facturers. Others declined to com- 
ment, saying it is too early to pre- 
dict what policy will be followed. 
The Bicycle Institute of America 
issued a statement saying, “It is 


impossible to fully assess all the 
ramifications and implications of 
the President’s action at this time. 
Time and experience will show 
how well the new rates work. Our 
industry must live with them for 
the time being at least, and hope 
that they will enable us to regain 


-|our ascendency in the domestic 


market. 


® “The trade is assured,” the 
statement says, “that American 
bike and parts makers will drive 
forward with the sharpest and most 
vigorous effort to recapture the 
market they created. 

“We aim to devote all of our 
time and energy to selling bicycles. 
We will exploit the strength of our 
industry in advancing its future 
welfare, We are unique in that all 
elements of our industry are united 
in one association to promote the 
common good.” 

This reference is to the fact that 
the institute is composed of bicycle 
manufacturers, cycle parts and ac- 
cessories manufacturers, bicycle 
jobbers and bicycle merchants. 


reau of the institute, AA was told 
that an intensive promotion cam- 
turers during the past few years|paign for the holidays is being 
have captured 50% of the Amer-|readied. This may or may not in- 
ican market. British makers, who| clude advertising by the institute, 
specialize in lightweight bikes, | it was said. Consideration will cer- 
which make up 75% of all imports, | tainly be given to plans for future 
are expected to be affected least by | advertising by the institute, it was 
the new tariff rates. Last year,|said, but nothing definite will be 
British imports of bikes totaled | decided for some time. 

964,000. The Germans, who sent 
260,000 bikes to this country in ’54, 
80% of which were heavyweight 
vehicles, will suffer most from the 
tariff change. Recently they have 
been sending in more lightweight 
bikes, and are expected to increase 
these from now on. 


As previously reported (AA, 
April 4), foreign bicycle manufac- 


® Larger advertising schedules are 
being considered by several man- 
ufacturers. These. probably will 
start this fall in business papers, 
and may be extended to consumer 
media later. While no figures are 
available, it is estimated that over- 
all bicycle advertising in ’54 
amounted to about $1,500,000. This 
is expected to be stepped up during 
the coming year to about $3,000,- 
. , 000. The industry, it is pointed out, 
foreign made bikes would be sold} wij) have to make a major sales 
in the U.S. ; drive if it hopes to expand its share 

American producers in ’54 sold| of the domestic market. With the 
slightly over 1,500,000 bikes, and | tari¢¢ hike, it now has the incen- 
during the first six months of ’55| tive and opportunity needed, trade 
sales have totaled about 550,000. sources believe. 

At the bicycle information bu-| Jn addition to the institute, 


® While no figures are available 
on bicycle imports so far for 55, 
trade estimates earlier in the year 
were that 1,500,000 to 2,000,000 


Packaged franks are frankly gaining...in lowa! 


THE DES MOINES 
REGISTER anv [TRIBUNE 


An “‘A”’ schedule newspaper in‘an ‘‘A-1”’ market! 
Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


Yep, among Des Moines Sunday Register 
readers, and they’re 1,310,000 strong, pack- 
aged frankfurters are winning new friends 
every day. We’re naturally modest, but we 
would like to point out that the Sunday Reg- 
ister gets that product story into most of the 
homes in Iowa. From 50% to 100% satu- © 
ration in 81 out of Iowa’s 99 counties, for 

example. So with on-the-farm packaged frank- 

furter use up from 18.8% in '53 to 25.4% in | 
54, and city-town up from 25.3% to 33.2% 
in the same period*—we suggest you get your — 
share through the one medium that gives you 

this entire rich state... The Des Moines Sunday 


Register! 


*OUR FACTS? They're from the latest “Brand In- 
ventory in the Homes of Iowa Subscribers” to The 


Des Moines 


factual check of family buying habits. Write for 
your copy on your company letterhead. 


which has Campbell-Ewald Co. as 
its agency, there are ten major 
makers, who are understood to 
have new sales and promotional 
plans in the works. 


® These manufacturers are Arnold, 
Schwinn & Co., Chieago (Schwinn 
bicycles), agency of record, Ted 
Fenberg & Associates; Cleveland 
Welding Co., a division of Amer- 
ican Machine Foundry Co., Cleve- 
‘land (Roadmaster bicycles), agen- 
icy of record, Fletcher D. Richards 

Evans Products Co., Ply- 


Inc.; 
mouth, Mich. (Evans and Colson 
bikes), no agency listing; Excelsior 
Mfg. Co., Michigan City, Ind. (Ex- 
celsior bikes), no agency listing; 
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Test—This ad in the Aug. 18 issue 
of the Boston Traveler is the first 
used by Borden of so much white 
space to introduce a product. So 
far, Boston is the only market in 
which Borden has introduced its 
new Rich Roast instant coffee. 
Doherty, Clifford, Steers & Shen- 
field is the agency. 


Huffman Mfg. Co., Dayton, O. 
(Huffy bikes), no agency listing; 
Monark Silver King Inc., Chicago 
(Monark, Rocket and Silver King 
bikes), Bayless-Kerr Co., agency; 
Shelby Cycle Co., Cleveland (Shel- 
by bikes), Fletcher D. Richards 
Inc., agency; H. D. Snyder Mfg. 
Co., Little Falls, N.Y. (Roll-Fast 
bikes), no agency listing, and 
Westfield Mfg. Co., Westfield, 
Mass. (Columbia bikes), Horton- 
Noyes Co., agency. 


North Carolina . 
tremendous growth, with its 


Carolinas! . 


*Sales Management Figures 


Sunday Register. An accurate and 


News and Record 


* GREENSBORO, NORTH CAROLINA 
ad Represented by Jann & Kelley, Inc. ° 


_ “This is the size we sell in the 
rowing Greensboro Market!" 


STAPLE PRODUCTS OR LUXURY ITEMS—the Growing 
Greensboro Market is where the big orders come from in 
. . Here is an ABC Retail Trading Area of 


hub built on Greensboro’s lead- 


ership among all the Metropolitan County Areas of the two 
. - In total retail sales volume, or in gain—the 
GREENSBORO ABC Retail Trading Area sets the pace in 
North Carolina with 1/6 of the state’s population accounting 
for 1/5 of the state’s sales... If you want to ring up record- 
breaking sales in an area of proven sales leadership, better 
schedule the Growing Greensboro Market, using the 100,000 
daily circulation of the GREENSBORO NEWS and RECORD. 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 
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“TOMORROW TO FRESH WOODS 


AND PASTURES NEW” 


— JOHN MILTON 
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MAGAZINE 


AMERICA’S LARGEST FAMILY MAGAZINE 
READ By 11,000,000 Famities Every SUNDAY 


Mapping sales strategy for 1956? Be sure to include a 
brand new market equal to Philadelphia in your plans. 
Here’s why — our population is growing so fast that 2.8 
million new customers are added to our economy annually. 
And booming population means booming business because 
production has got to keep humming just to satisfy the 
boundless needs of this whopping young market. 


In the past decade, Joe Stork gifted American families 
with 37.4 million babies. But he was just gearing up to 
full production. By 1965, he will have delivered 42 million 
more mouths to feed! Translated into marketing terms, 
this means $120.27 per baby for first-year foods alone — 
to say nothing of toys, clothing, furniture, pediatric care 
and grandmas’ visits! 


Did somebody mention marketing and advertising? With 
population rocketing to record highs, next year’s schedules 
face a two-fold task. They’ve got to reach big and deep 
into the mammoth new markets that are continuously _ 
opening up. And with today’s competitive economy, 
they’ve got to do the job at low cost. 


THIS WEEK Magazine checks “yes” on both counts. It 
not only offers advertisers the largest single unit of circu- 
lation in America—it also has the lowest rate-per-thousand 
of any general magazine. While magazines half its size 
use editorial stunts and circulation gimmicks to maintain 
their lesser position at higher rates, THIS WEEK’s eco- 
nomical Sunday newspaper distribution enables it to offer 
advertisers more than 11,000,000 copies-per-issue at a 
startling three-for-a-penny color page rate! 


It offers something more, too. It offers wholesome, top- 
flight editorial vitality on Sunday —the best selling day of 
the week. That influence, plus its broad and deep penetra- 
tion of America’s most important markets, combine to 
produce an advertising medium of matchless effectiveness. 


SHARES THE POWER AND PRESTIGE OF 
THESE 36 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun New Orleans Times-Picayune-States 
The Birmingham News New York Herald Tribune 

Boston Sunday Herald Norfolk Virginian-Pilot 

The Charlotte Observer and Portsmouth Star 

Chicago Daily News The Philadelphia Sunday Bulletin 
The Cincinnati Enquirer The Phoenix Arizona Republic 
Cleveland Plain Dealer The Pittsburgh Press 

The Dallas Morning News Portland Oregon Sunday Journal 
Des Moines Sunday Register Providence Sunday Journal 

The Detroit News Richmond Times-Dispatch 

The Houston Post Rochester Democrat and Chronicle 
The Indianapolis Star St. Louis Globe-Democrat 

The Jacksonville Florida Times-Union The Salt Lake Tribune 

Los Angeles Times San Antonio Express and Sunday News 
The Memphis Commercial Appeal San Francisco Chronicle 

Miami Daily News The Spokane Spokesman-Review 
The Milwaukee Journal The Washington Sunday Star 


Minneapolis Sunday Tribune The Wichita Sunday Eagle 
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—— The FARM MAGAZINE for 
MT IRACTORES LATIN AMERICA! 


@ COVERS LARGE ACREAGE RANCHERS, 
PLANTERS, COMMERCIAL FARMERS 
@ GOVERNMENT AGRICULTURAL OFFICIALS 


@ THE FARM TRADE 
@ OVER 24,000 AUDITED COVERAGE 
Write for Market & Media File 


IMPLEMENT & TRACTOR INTERNATIONAL CORP. 
OFFICES: NEW YORK + CHICAGO + CLEVELAND + KANSAS CITY * LOS ANGELES 


GRAPHIC ARTS BLDG. 
KANSAS CITY 5, MO. 


|\Visking Sponsors ‘Weenie 
Witch’ Drive for Franks 

Visking Corp., Chicago, maker of 
cellulose casings for frankfurters 
and sausages, will open its 15th 
Halloween consumer drive to back 
up makers of skinless weenies. 

Color pages in Life and Parents’ 
Magazine, plus pages in trade pub- 
lications, will promote the Weenie 
Witch promotional kits going to 
dealers. Weiss & Geller, Chicago, is 
the agency. 


Midland Group of 700 
Local Co-ops Plans 
Big Ad Promotion 


MINNEAPOLIS, Aug, 24—A large 
regional wholesale co-operative 
house is preparing to fight for new 
customers with an advertising 
campaign rivaling those of its pri- 
vately-owned competitors. 

Midland Cooperatives Inc., dis- 


\ 


WHERE 


ELSE 


IN’ THE 


CAROLINAS ? 


GHANNEL 


SUCH DEVOTED DIALS 3 


The first television station in an area’ ve the viewers. The best tele- 


vision station holds them. 


WBTV brought television to the Carolinas in July, ee for more 
than four years telecast the only VHF’ signal available to:more than 
21% million Carolinians. Unspoiled by its \single \station,status,, 


WBTYV programmed, promoted, catered to its 8, aydignde 


as if beset by competition. 


The pay-off is poetic. Subsidiary signals make little progress in’ 
WBTYV’s domain. Witness a current and authoritative survey* which 
reveals that among a half million people to whom a second signal is 


available, 96.3% name WBT'V first choice. 


*Bevan Study—1955. Write or call WBT'V for summary. 


CHARLOTTE 


JEFFERSON STANDARD BROADCASTING COMPANY 
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closed that it will use all of the 
modern merchandising techniques 
—mass media, trademark, packag- 
ing, and point of sale material. 

A. J. Smaby, Midland general 
manager, said the ad program is 
believed to be the most compre- 
hensive ever developed by a re- 
gional wholesale co-op. 


s Midland is owned by 700 local 
co-ops in Minnesota, Wisconsin, 
Iowa and North and South Da- 
kota. The local co-ops will step 
up their local newspaper and radio 
advertising to tie in with Midland’s 
“umbrella” campaign. 

Midland has picked Maercklein- 
Nelson Advertising, Milwaukee, to 
handle the campaign. Although the 
co-op declined to disclose its budg- 
et for the program, it is understood 
to run well into six figures. 

Some radio advertising began 
last week, while ads in The Farmer 
and Wisconsin Agriculturist will 
break this week. In September 
Midland ads, including a color page 
in the Minneapolis Tribune and 
a three-quarter page in color in the 
Milwaukee Journal, will appear. 
Other newspapers in the area also 
are on the schedule. 


a “We studied the various media 
very carefully before buying space 
and time for this first year’s mass- 
media program,” Mr. Smaby said. 
“We decided that we get the best 
communications with new audi- 
ences by the combination of news- 
papers, farm publications and ra- 
dio which we are purchasing.” 

Midland, which had wholesale 
sales of more than $30,000,000 last 
year, began its merchandising 
modernization two years ago. At 
that time it hired Brooks Stevens 
& Associates, Milwaukee industrial 
designer, to develop distinctive 
insignia for Midland products and 
Midland-affiliated stores, To date, 
more than 150 local co-ops have 
adopted parts of the identification 
program. 

The company was the world’s 
first wholesale petroleum co-op. It 
produces its own petroleum prod- 
ucts at Cushing, Okla., and handles 
a full line of such products, as well 
as feed, seed, fertilizers, automo- 
tive supplies and home and farm 
appliances. 


Hedberg to ‘House & Garden’ 

Henry E. Hedberg, formerly 
with Outdoor Life, has joined the 
Chicago sales staff of House & 
Garden. 


GIVES HEATING EQUIPMEN 
MANUFACTURERS AND OIL 
COMPANIES 90% COVERAGE 
OF FUEL OIL DEALERS 


766,796 oil burners, furnace- 
burner units, boiler-burner units, 
year-around air conditioners with 
oil-firing, floor-furnaces, etc., were 
installed in 1954 for domestic cen- 
tral heating and cooling. This was 
the industry’s 5th best year and 
brought the total number of 

in use to 7,606,114, an 
increase of 8.4% over those in 
use at the end of 1953. By actual 
numbers in 1954 the following 
burners were installed: 

329,722 in new homes; 299,051 
to replace coal-fire systems, 
122,687 substituted for worn out 
or obsolete oil burners and 15,336 
replaced gas burners. The market 
served by FUELOIL & OIL HEAT 
has been growing at an average 
of 9% annually since W. W. II. 
‘eer sales are 120 ahead of 

4. 

FUELOIL & OIL HEAT is a 35- 
year-old publication devoted com- 
pletely to the interests of the 
dealer, jobber and manufacturer of 
oilheating equipment—who made, 
sold and installed $550,000,000 
worth of oilheating equipment in 
1954 and delivered 2,000,000,000 
worth of oil, Sold $135,000,000 
worth of service and parts. The 
field also bought $350,000,000 


worth of factory and shop equip- 
ment, parts, etc. 


HEATING PUBLISHERS INC. 


2 w. 45th St. New York 36, 
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Some mag::ies get the once over 
lightly. Oth; are really read... and 
responded i» Which are which? It’s 
easy to be confused by case histories 
and results siories. But there’s one 
good rule of thumb to follow for 
general magizines: check the news- 
stand sales figures. Pressure selling 
and price cutting don’t cloud the 
== issue here. It’s cash that counts. And 
a high percentage in single-copy sales 


America 


- 


“He tried to stick a knife in Frank 
Sinatra’s back. He forced Spencer go for this one, too.” 


they do to him? They give him more 
money! .. . I got a kick out of this 
article on actor ‘Fatso’ Borgnine. . . 
it didn’t have any of the usual press 


reads the Post 


“The meanest man in Hollywood 
~and he makes $150,000 a year!” 


says HENRY SLESAR, Creative Director, Robert W. Orr & Associates, N. Y- 
Hollywood without the hot air, you’ll 


| 


In all, 8 articles, 4 short stories, 2 serials 
: and many special features in the August 
agents’ hoopla. If you like your 27 issue of The Saturday Evening Post. 


trait of Ernest Borgnine, turn 


Tracy’s jeep over a cliff. And what do For Dean Jennings’ lively por- 
| to page 26 of this week's Post. 


means high reader interest—no ifs, 
ands or buts about it! 


ee . 1,547,405 
iMee cs. G4 Ee 
. » ys .....-1,001,086 
OT eee . 826,364 


The latest Audit Bureau of Circula- 
tions figures show the Post is ahead 
by nearly 50%. Week after week it 
gets the strongest response from read- 
ers. It gets to the heart of America. 
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Doors Are Swinging Shut on Video 
Nets Nighttime Sponsorship ‘Club’ 


(Continued from Page 1) 
will drop out of the sponsor lineup 
of “Godfrey and His Friends,” but 
Kellogg is set to move in as a re- 
placement. Frigidaire has bought 
“My Favorite Husband” at 10:30 
Tuesday night. 

CBS-Columbia, the set-making 
subsidiary, will give up its alter- 
nate sponsorship of Godfrey’s 
“Talent Scouts” and return as al- 
ternate backer of “Godfrey and 
His Friends.” Toni takes over as 
every other week sponsor of “Tal- 
ent Scouts.” 


® Saturday and Sunday nights at 
CBS are strictly SRO. Only chance 
of getting in there is to convince a 
current sponsor to cut back to an 
alternate-week basis. The Ford 
Foundation-produced “Omnibus,” 
which this season will be televised 
in color a part of the time, has 
openings for two co-sponsors. Scott 
Paper Co. and Aluminium Co. of 
Canada are the returnees on this 
90-minute stanza, which is aired 
Sundays at 6 p.m. 

Unlike NBC, which will increase 
its color tv schedule five-fold this 
fall, Columbia has announced few 
colorcasts. The monthly “Ford 
Star Jubilee,” with Judy Garland 
making her video debut in the 
opener on Sept. 24, will be color- 
vised. Chrysler’s monthly “Shower 
of Stars” will be aired in tint 
again this season. 

Orson Welles is producing six 
color films for the network, but it 
has not picked him out a time spot 
yet. Program executives talk in 
generalities about other plans for 
color, but do not say what they are. 


® CBS will introduce at least 13 
black and white shows this fall. 
Most of them will fall into one of 
three categories—straight drama, 
situation comedies or adventure 
stories. The majority will be filmed 
and 30 mirmtes in length, despite 
talk of industry trends to longer 
shows. 

Included on the list: Alfred 
Hitchcock dramas (Bristol-Myers) ; 
“Robin Hood” (Johnson & Johnson 
and Wildroot); “Navy Log” (May- 
tag and Sheaffer); “You’ll Never 
Get Rich,” with Phil Silvers (R. J. 
Reynolds and Amana); “Joe and 
Mabel” (Carter and Geritol); 20th 
Century-Fox hour dramas (Gen- 
eral Electric); “Sergeant Preston 
of the Yukon” (Quaker Oats); 
“Crusader” (R. J. Reynolds); “My 
Friend Flicka” (available); “It’s 
Always Jan” (P&G), and “Gun- 
smoke” (Liggett & Myers). 


NBC—Specs and Spreads 

Except for the Perry Como open- 
ing already mentioned, NBC has 
the sold tag on all its nighttime. 
The Wednesday 10:30-11:00 slot, 
which offers only a limited station 
line-up, has been bought by Ral- 
ston Purina but not programmed 
yet. 

Presumably, the network could 
talk stations into giving up Mon- 
days at 10:30 p.m. if the right 
show and sponsor turned up. The 
evening network lineup starts 
weekdays at 7:30. 

Saturday night’s entertainment 
will kick off with a new audience- 
starring show produced by Louis 
G. Cowan Inc. Speidel and Purex 
will co-sponsor the program, 
which promises to give people the 
kind of “big surprise” they dream 
about. Viewers who nominate can- 
didates to get their “big surprise” 
on tv will have an opportunity to 
win $100,000 in a studio quiz. 

There are about ten other new 
nighttime telecasts already set for 
fall. Straight dramatic offerings 
predominate in this group, with an 
occasional situation comedy and 
Western adventure series. 

Some of last year’s performers, 


such as Sid Caesar—Remington | | 


has replaced RCA as one of his 
co-sponsors—and Milton Berle, 


who has three replacements for| | 


the departing Buick, are back un- 
der different advertising auspices. 
General Electric will alternate as 
backer of “The Medic.” as 


Viewers can look for these new| | 


programs on NBC: “Frontier” 


(Reynolds Metals); “Louella Par-| ” 


sons Show” (Toni and Brown & 
Williamson); “Fireside Theater” 
(P&G) under Jane Wyman’s pro- 
duction; Fred Coe’s hour drama 
for Armstrong and Pontiac; 
“Screen Directors’ Playhouse” 
(Eastman Kodak); “People’s 
Choice,” with Jackie Cooper (Bor- 
den); “Stage Show” (Campbell 
and Ponds) and Perry Como (Ar- 
mour, Gold Seal, Kleenex, Dor- 
meyer and Noxzema). 

Also billed as coming soon are 
NBC’s super documentaries, titled, 
“Project 20.” The first of these, 
“Nightmare in Red,” a _ history 
of communism in Russia, will be 
seen Nov. 3 at 8 p.m. 

The network will preempt choice 
night time for this series, which 
will be scheduled sporadically. 
They are available for sponsor- 
ship. 


® Most of the programming ex- 
citement, within the network at 
least, centers around the color 
spectaculars. There is the Sunday 
night monthly series, “Color 
Spread,” which has been sold out 
through January on a participat- 
ing basis. First feature will be a 
British-produced movie, “The 
Constant Husband,” starring Rex 
Harrison. 

“Producer’s Showcase,” with 
RCA and Ford in the sponsor’s 
booth, continues as a monthly fea- 
ture. Milton Berle will cavort in 
color every third Tuesday, and Max 
Liebman will produce a Saturday 
night monthly spec for Oldsmobile. 

Other color attractions wiil in- 
clude “Howdy Doody,” the Davis 
Cup Matches, the World Series, 
some of the collegiate football 
games, the NBC opera series, the 
new “Matinee” afternoon dramas, 
(with Motorola the initial sponsor), 
Maurice Evans’ productions for 
Hallmark and 15 minutes daily on 
“Home.” If “Wide, Wide World,” 
which is one-third sold to United 
Motors, is two-thirds sold by fall, 
it will go into the Sunday after- 
noon schedule, with some color 
inserts. 


ABC—Disney, DuMont Help 


Thanks to the success of “Dis- 
neyland,” “Rin Tin Tin” and sev- 
eral stout ABC shows last year, 
business at the third network is 


looking better all the time. The]; 


sales picture is weakest on Satur- 
day.and Sunday nights. 

No sponsors have been signed 
yet for the “Famous Film Festival” 
—J. Arthur Rank movies which 
American is pitting against Ed 
Sullivan and the “Colgate Variety 
Hour.” Advertisers can buy time 
on this at $13,500 for a single par- 


ticipation, or $9,450 if a package| 


of 52 insertions is ordered. 
Available on Saturdays are 7:30 
to 8 and 10 to 10:30. Another hour 
of Saturday night, three weeks out 
of four, is being filled with the co- 
op offering, “Ozark Jubilee.” The 
fourth week will feature Ralston- 
Purina’s “Grand Ole Opry.” 


® The “for sale” sign is on alter- 
nate weeks of “Topper” (Standard 
Brands has bought one week); the 
“Dotty Mack Show”; 15 minutes of 
“Stop the Music” (Necchi and 
Quality Goods have signed for the 
rest), and every fourth “Ozzie & 
Harriet” telecast (to share with 
Hotpoint and Quaker). 


REG JONES, former member of the 
play advertising department of the 
Pasadena Star-News, has been ap- 
pointed national advertising man- 
ager. He succeeds William Lines, 
who has joined the sales promotion 
staff of Erwin, Wasey & Co. 


bat cee al 
ee ad 


A major factor boosting ABC’s 
sales is the withdrawal of DuMont 
from network competition. “Chance 
of a Lifetime” (Emerson and Len- 
theric) and “Life Begins at 80” 
(Serutan) moved over in July. 
Bishop Fulton J. Sheen will start 
his fall series for Admiral on ABC 
on Oct. 13. His program also will 
be carried on ABC Radio at a time 
to be announced later. 

Another former DuMont attrac- 
tion, “Down You Go” (Western 
Union, P&G and American Home) 
will grace the fall schedule. 

Among the fresh shows coming 
soon, other than those already 
mentioned: Warner Bros. half-hour 
dramas (Liggett & Myers, General 
Electric and Monsanto Chemical); 
“Wyatt Earp” (General Mills and 
Parker Pen); “Du Pont Theater,” 
a series of dramas about contem- 
porary life which will replace 
“Cavalcade”; “M-G-M Parade” 
(American Tobacco and General 
Foods), and “Crossroads,” stories 
about clergymen (Chevrolet). 


® Color does not figure at all in 
the fall programming plans of 
ABC. The network is waiting un- 
til there are more sets in circula- 
tion before getting into this ex- 
pensive field. Its owned stations 
are equipped to transmit color- 
casts, but the company has no fa- 
cilities for originating live or film 
color shows. 

The big programming winner 
at ABC this season may very well 
be a daytime entry, the “Mickey 
Mouse Club.” Sponsors are rush- 
ing to get on the Walt Disney band- 
wagon. 

With nighttime tv becoming in- 
creasingly crowded, as well as 
more expensive, the daytime sched- 
ules will be getting consideration 
from more and more sponsors. But 
this is a story in itself and will be 
covered next week. 


DING DONG BELiL—Dolores Fornato 
rings the bell of the Mickey Mouse 
Club House display offered to re- 
tailers and manufacturers who 
want tie in with the new Walt 
Disney tv series, “Mickey Mouse 
Club,” starting in October. W. L. 
Stensgaard & Associates, Chicago, 
designed and produced the display. 


(Continued from Page 1) 
In 1953, according to Farm Pub- 
lication Reports, 40 farm publica- 
tions (there are 270 listed in 
standard Rate & Data Service) 
Carried $53,500,000 in advertising 
revenue, of which Farm Journal 
and Country Gentleman (as Better 


_|Farming was then called) carried 
$17,800,000—or 33% of the adver- 
_|tising revenue of the 40 publica- 


tions. 

In the first three months of 1955, 
the combined advertising revenues 
of the two magazines were $4,555,- 
363, or 29.5% of the $15,467,896 
combined revenue of the 40 farm 
publications in the first quarter. 


® Further, said Farm Journal’s 
president, “Farm Journal-Better 
Farming will not have gross rev- 
enue from advertising equal to the 
gross revenue of Farm Journal and 
Better Farming. Many advertise- 
ments were duplicated in the pub- 
lications, and while some of the 
advertisers may extend their use 
of Farm Journal. It is likely a great 
many will use all or part of the 
money saved by the lower cost of 
Farm Journal-Country Gentleman 
in other media. 

“Also, since the revenues of the 
two magazines represent the price 
paid for full circulation, and since 
only a fraction of Better Farming’s 
2,554,000 circulation has been 
added to Farm Journal, the result- 
ant rate for Farm Journal-Country 
Gentleman will be considerably 
less per unit of space than the 
combined rates.” 


® Nor, the answer said, is there 
elimination of competition nation- 
ally: 

“After the acquisition, there will 
be at least three nationally distrib- 
uted monthly farm publications, 
all of which carry advertising and 
none of which is published by the 
respondent, and further that com- 
petition in the business of distrib- 
uting advertisers’ messages nation- 
ally among farm and rural people 
never has been and is not now 
limited to nationally distributed 
farm publications...” 


® More than 70% of the advertis- 
ing revenue of Farm Journal, and 
a comparable proportion of Better 
Farming’s advertising, has come 
from advertisers who offer prod- 
ucts to consumers everywhere, the 
answer continued. To such adver- 
tisers, farm: and rural families are 
only a part of their over-all mar- 
ket, and farm publications must 
compete with all national media 
offering some degree of coverage 
of farm and rural people. 

“The farm publication industry 
is one of the most competitive in 
the U. S. and... the elimination. .. 
of a single farm publication and 
growth of another... cannot and 


5 | will not result in any measurable 
| |loss of service of facility to either 
_|the reader or the advertiser.” 


+|@ The answer went on to under- 


line the point: “Much, if not most, 


)|of the advertising appearing in the 
i |farm publications is not placed 
‘|there by advertisers who are de- 


pendent primarily upon farm pub- 
lications as a practical national 
advertising medium because of the 
specialized nature of the product 


'they are offering for sale, but in 
fact is placed by advertisers of!|... 


general consumer products.” 

The middle of the answer is a 
digest education on the farm field. 
There are more than 270 farm 
publications, it says, with a total 
circulation of about 29,000,000, and 
the total average circulation of 
monthly farm magazines with cir- 
culations of 1,000,000 or more, be- 


fore the acquisition of Better 
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Merger with Better Farming’ Won't 
Reduce Competition, Babcock Says 


Farming by Farm Journal was 
about 12,284,467, or around 42% 
of the total average circulation. 


® The answer says there were at 
least seven farm magazines or 
combinations having more than 
1,000,000 net paid circulation: The 
three editions of Farm Journal; 
the four editions of Better Farm- 
ing; Capper’s Farmer; Successful 
Farming; Farm & Ranch with 
Southern Agriculturist; Progres- 
sive Farmer; Nation’s Agriculture 
with an aggregate circulation of 
1,619,000, and Midwest Farm Pa- 
per Unit with an aggregate circu- 
lation of 1,200,000. The combined 
circulation of all of them is 13,- 
574,269. 

Capper’s Farmer, Successful 
Farming and Nation’s Agriculture 
are national publications, the an- 
swer continues, in that they each 
have distribution in all 48 states. 

The acquisition of Better Farm- 
ing by Farm Journal, the answer 
says, will not yield a net paid of 
5,436,000, or some 51% of the total 
net paid circulation of the six larg- 
est farm magazines. In fact, the 
aggregate net paid of three edi- 
tions of Farm Journal after acqui- 
sition will be about 3,500,000 and 
the guarantee to advertisers will 
be 3,400,000. 


® The answer says that although 
Farm Journal received 2,250,812 
U. S. subscribers names to Better 
Farming from Curtis, about 1,000,- 
000 are estimated to already sub- 
scribe to Farm Journal, and that of 
the remaining 1,150,812 about 500,- 
000 have no active farm interests 
and are expected to elect to re- 
ceive Town Journal, thus leaving 
only about 650,000 to be added to 
Farm Journal’s former circulation 
of around 2,872,000. 

This would mean that the 650,- 
000 added subscriptions would rep- 
resent only about one-sixth of the 
total expected circulation of Farm 
Journal-Country Gentleman, and 
that the combination will have 
only about 25% of the combined 
circulations of all farm publica- 
tions or combinations of more than 
1,000,000 circulation and about 
12% of the 270-publication total. 

Farm Journal specifically denied 
that entry into the farm field is 
difficult. Of the 270 farm publica- 
tions listed by Standard Rate & 
Data Service, 193 were established 
since 1905 and 60 since 1940. 


® Two of the contentions in the 
reply may surprise advertising 
people. Farm Journal denied that 
Better Farming was a well-estab- 
lished and prominent farm pub- 
lication, asserting that it had un- 
dergone a radical change in format 
in 1953, had had its name changed 
to Better Farming, effective 
January, 1955, and in view of these 
changes upon the readers and 
advertisers, Better Farming. be- 
came a new farm magazine and 
could not be considered a “well- 
established farm journal.” 


® As to its acquisition of Better 
Farming, this is Farm Journal’s 
explanation: “As the result of a 
series of meetings with Curtis 
Publishing Co., an agreement was 
reached whereby Farm Journal 
Inc. assumed certain subscription 
liabilities of the Curtis publication 
and agreed to deliver at Farm 
Journal Inc.’s expense to each and 
every U. S. subscriber to Better 
Farming beginning with the Sep- 
tember, 1955, issue, copies of 
either Farm Journal or Town 
Journal. Curtis Publishing Co. 
further agreed to transfer all its 
rights to the name Country Gen- 


tleman and the name Better Farm- 
ing. 
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St. Louis Packer 
Uses Schnitzelbank 


to Push Wieners 


St. Louis, Mo., Aug. 23—A Ger- 
man-style summer promotion for 
frankfurters has been launched in 
this city of many German-Ameri- 
can residents. 

The weenie maker is Indepenent 
Packing Co., and the promotion— 
color pages in newspapers—for its 
Mayrose franks uses the tradition- 
al German singing game of Schnit- 
zelbank. 

One of the spaces in the Schnit- 
zelbank (on song cards) shown in 


oe Mayrose is der Best Franks 
ok 


GOOD MEAT is the Secret 
of a GOOD MEAL ~ get... 


DAT IST DER WEINER—This jolly Ba- 
varian music meister is telling the 
large German-American popula- 
tion of St. Louis that Mayrose 
frankfurters, made by Independent 
Packing Co., are “der Best Franks.” 
The four-color ad is running in 
the Post-Dispatch and Globe-Dem- 
ocrat. 


the ad has a picture of a package 
of franks with the words “gud 
wurst.” 

(For the unitiated, Schnitzel- 
bank appears on a card on which 
are printed pictures of homely ob- 
jects with words below. A leader 
points to a picture and asks, 
“Isn’t this a —— to which the au- 
dience answers, in song, “Yes, it 
is a ——,” using the word under 
the picture. In German, of course.) 


= The Mayrose ad in the Post- 
Dispatch and Globe-Democrat fea- 
tures the songcard and a jolly old 
music meister wearing a Bavarian 
costume. The headline reads, “Ya, 
Mayrose is der Best Franks for 
Good, Quick Summer Meals.” 

Ads also announce the appear- 
ance in grocery and meat markets 
of the Mayrose “oompha” German 
band which toured the city during 
July. 

The Schnitzelbank is also being 
used in tv commercials. 

Independent Packing Co. intro- 
duced the campaign to meat buy- 
ers, radio, tv and press people at 
an outdoor barbecue party two 
months before the campaign 
opened. Display and point of pur- 
chase materials were shown at 
that time. 

Gardner Advertising Co. is the 
agency. 


Updike Joins OAI 

Gerald F. Updike, formerly an 
account executive and director of 
outdoor advertising of R. J. Potts- 
Calkins & Holden and more recent- 
ly in the Kansas City office of 
General Outdoor Advertising Co., 
has joined the Chicago office of 
Outdoor Advertising Inc. as an ac- 
count executive. 


Joins Hollingbery Co. 

Edward Kenefick, formerly with 
Alexander Hamilton Institute, has 
been appointed to the tv sales 
staff of George P. Hollingbery Co., 
New York station representative. 


Purcell Manages KEYD 
Robert Purcell has been ap- 


John H. Noble J: 1s been} 


pointed managing director of named sales promotion «rector of 


KEYD and KEYD-TV, Minneapo-| 
lis. Mr. Purcell most recently has'| 
been a television consultant on the 
West Coast and exec. v.p., member | 
of the board and stockholder of 
Massachusetts Bay Telecasters, one 
of the applicants for Channel 5 in| Kayser Inc., New Yor’: 


Boston. He also is the author of two 
books on television, “Hidden Costs 
of Television” and “Management 
Manual for Television.” 


Putman Appoints Wheatley 
Putman Publishing Co., Chicago, 
has appointed Frank Conway 
Wheatley to the sales staff of 
Chemical Processing. Mr. Wheat- 


ley, formerly an advertising rep- 


resentative for Rox-Mac Publish- 
ing Co., will headquarter in New 
York and represent Chemical Pro- 
cessing on the East Coast. 


Neiman-Marcus Co., >: (as 
Houston specialty st«:. 


and | 
>ffective 


Sept. 1. His appointn » follows | 
the resignation of J::« Trahey, 
formerly advertising ..d sales 


promotion director, w! 


as joined 
Mr. Noble! 
currently is advertisi: . manager | 
of Dayton Co., Minneap.. > depart- 
ment store. He will be s\: -ceded at 
Dayton by Cortland A. Peterson, 
now ad manager of the :ompany’s 
downstairs store. 


Martin-Senour Boosts Hughes | 

Richard W. Hughes has been 
promoted to sales promotion man- | 
ager of Martin-Senour Paint Co., 
Chicago. Mr. Hughes, with Martin- 
Senour for five years, formerly 
was in charge of merchandising for 
the company’s automotive division. | 


Edited in Spanish by native Latin 

/ Americans, it is closely read by 
more than 5,500 leaders of man- 
ufacturing and processing indus- 
tries, including producers of foods, 
drugs and cosmetics. Besides its 
regular pages filled with informa- 
tion essential to these important 
buyers of equipment and ma- 
chines, ELABORACIONES y 
ENVASES offers its readers val- 
uable data service, including free Write today for complete market facts! 
translation and referral to Amer- 


ican manufacturers. Should your THE CANTERBURY PRESS 


product be offered in this impor- : 
tant market? 2001 Calumet Chicago 16 


a maher 
publication 


Publishing since 1934 


AMERICAN INDUSTRY 


Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Artioules Electrices Catalog File — Bebidas Annual Directory 


THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


NORTE Ae 
~A 


NEW NEIGHBORS.. 


(more than 50,000 of ’em 
in the last five years!) 


The welcome mat’s out in $t. Paul . . . and how the 


newcomers are pouring in! 


.. St. Paul 


Month after month . . . year after year . 


keeps right on growing by leaps and bounds. In the last 
five years alone, St. Paul’s city-zone population figure 
has jumped by more than 50,000 people! 


Here’s the fact ‘n figure story. The 1950 census re- 


ported a city-zone population of 386,323. As of January 
1, 1955 that figure had swelled to 436,544. Now that’s 
what you call GROWTH! 


And here’s something else to remember. Those people 


hardly had their curtains hung before they subscribed to 
the St. Paul Dispatch-Pioneer Press . 
um that covers this prosperous market like a blanket by 
going to nine out of 10 families, newcomers and old 
timers alike! 


. . the ONLY medi- 


It seems logical, then, that the only way you can tell 


your sales story is through these newspapers. We'd like 


to show you how to get those 436,544 people reaching 
for YOUR product. 


It’s a story you'll be interested in hearing! 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 


NEWS PAPER 


NEW YORK - CHICAGO - DETROIT 


EER PRESS 


SAN FRANCISCO .LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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FIRST amon 
directed to businf 


COMMUNICATIONS & 
PUBLIC UTILITIES 


INDUSTRIAL MACHINERY, 


FIXTURES & ACCESSORIES 
TOTAL PAGES OF BUSINESS 


AND INDUSTRIAL ADVERTISING IN NEWS AND | eee Pages iy First Halt 1955 Pages 
MANAGEMENT MAGAZINES=-FIRST HALF 1955 a. eee. Sen OF 
"BUSINESS WEEK 76.03 “USN&WR” 166.26 
NEWSWEEK 64.39 NEWSWEEK 155.88 
BUSINESS WEEK .......... . 2,628.84 NATION'S BUSINESS 2200 MMM FORTUNE 12775 
FORTUNE 18.50 ¥ NATION’S BUSINESS 7.83 
U.S.NEWS & WORLD REPORT. . | 
NEWSWEEK ..... OFFICE MACHINES 
, RAILROAD —FREIGHT "FURNITURE & ACCESSORIES 


ME eg 


: peal s 
941.74 > First Half 1955 Pages |) First Half 1955 Pages 
FORTUNE 701 25 , BUSINESS WEEK —_—265.95 
BUSINESS WEEK 27.55 ch 155.02 
NATION S BUSINESS NEWSWEEK 23.39 ¥ NEWSWEEK 135.95 
TIME 1735 Tie TIME 129.30 
NATION’S BUSINESS 7.33 eS 3 FORTUNE 70.50 
FORTUNE 1.25 NATION’S BUSINESS 70.21 
BEAN tat COROIY RE URS RT 
Top 15 magazines in total advertising PAGES Top 15 magazines in page GAINS 
Full Year 1954 Pages First Half 1955 Pages Full Year 1954 vs. 1953 Page Gain First Half 1955 vs. 1954 Page Gain 
lst BUSINESS WEEK 5,468.56 Ist BUSINESS WEEK 2,776.00 Ist NEW YORKER 215.38 Ist “USN&WR” 
2nd LIFE 4,196.72 2nd LIFE 2,228.32 ond “USN&WR" 
3rd NEW YORKER 4,186.16 3rd NEW YORKER 2,036.84 2nd CHARM 131.79 
4th SATURDAY EVENING POST 3,687.18 4th SATURDAY EVENING POST 1,867.63 3rd SUNSET 72.88 3rd NEW YORKER 107.66 
Sth TIME 3,268.22 Sth TIME 1,660.50 4th FORBES 69.28 4th LIFE 90.37 
6th NEWSWEEK 2819.47 canner ange: Sth HARPER'S MAGAZINE 40.52 5th MADEMOISELLE 87.80 
“USN&WR” ote 6th FAMILY CIRCLE 34.72 6th ESQUIRE 71.37 
7th NEWSWEEK 1,468.11 7th FIELD & STREAM 32.93 7th LADIES’ HOME JOURNAL 61.04 
8th VOGUE 1,697.21 8th POPULAR MECHANICS 861.07 8th OUTDOOR LIFE 32.05 8th EBONY 58.85 
9th POPULAR MECHANICS 1,689.69 Sth BETTERHOMES &GARDENS 850.63 Sth HILLMAN WOMEN’S GROUP = 29.88 Sth FORBES 53.83 4 
10th FORTUNE 1,673.00 10th SUNSET 797.62 10th GRIT 25.63 10th LIVING FOR YOUNG % 
HOMEMAKERS 42.60 a 
11th, Sunset — 1,590.07 pages; lith, Fortune —789.00 pages; 11th, American Girl—24.64 page 11th, Glamour—42.08 page gain; a 
12th, Popular Science — 1,510.52 12th, Vogue—776.80 pages; 13th gain; 12th, Small Homes Guide — 12th, Newsweek—41.53 page 
pages; 13th, Better Homes & Look —727.83 pages; 14th, Good 24.31 page gain; 13th, Scholastic gain; 13th, Seventeen—41.08 page 
Gardens — 1,488.64 pages; 14th. Housekeeping — 696. 16 pages; Magazines —22.98 page gain; 14th, gain; 14th, McCall’s—39.67 page 
Look — 1,480.89 pages; 15th, 15th, House Beautiful — Household — 20.87 page gain; gain; 15th, True Story —38.97 
House Beautiful — 1,448.14 pages. 669.02 pages. page gain. 


15th, Movie Life — 20.76 page gain. 
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b> GASOLINE, LUBRICANTS 
| & OTHER FUELS 


First Half 1955 Pages 
BUSINESS WEEK 60.00 


USN&WR”’ 46.36 


NEWSWEEK 30.69 
TIME 29.65 
NATION'S BUSINESS 4.00 
FORTUNE 3.00 


BUILDING MATERIALS 


First Half 1955 Pages 
BUSINESS WEEK 111.30 


USN&WR™ 28.01 


= —————— — >i eel - 
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NEWSWEEK 17.34 
TIME 16.66 
FORTUNE 9.00 
NATION'S BUSINESS 5.00 
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FINANCIAL 


First Half 1955 Pages 


‘USN&WR” 89.20 


BUSINESS WEEK 66.04 
TIME 48.97 
NEWSWEEK 46.82 
FORTUNE 16.25 
NATION'S BUSINESS 3.41 

a MANUFACTURERS’ 

| MATERIALS & SUPPLIES 
First Half 1955 Pages 
BUSINESS WEEK = 743.28 

USN&WR” 281.64 
TIME 193.19 
NEWSWEEK 167.74 
FORTUNE 157.75 
NATION'S BUSINESS 8.00 


6,0 


PPE ae 


oe so. a a 


AIRLINES — FREIGHT 


First Half 1955 Pages 
BUSINESS WEEK 28.94 
‘USN&WR”™ « 12.61 
NEWSWEEK 11.33 
TIME 11.33 
FORTUNE _ 
NATION’S BUSINESS - 


ig ag *: 


MAGAZINES, NEWSPAPERS 
& OTHER MEDIA 


First Half 1955 Pages 
“USN&WR” 32.42 
BUSINESS WEEK 29.86 
TIME 24.02 
NEWSWEEK 18.16 
FORTUNE 10.50 
NATION’S BUSINESS 2.08 


i pages. 
* 


Setting the pace in consumer 
advertising page gains, too 


Among the three news magazines, “‘U.s.NEWS & WORLD REPORT” 

is the only one to more than double its consumer advertising pages in 
the past five years, and the only one to show gains year after 

year. In the five year period, it has shown the greatest gains in its field 
in such important consumer categories as Passenger Cars, 


Passenger Transportation, Hotels and Resorts, Airlines, 
Life Insurance, and Railroads. 


ec WE ee es RR toy Sn oe 


De Ee a ee ee a ee 


jagazines in ac vertisin 
ess and industry 


AVIATION, AVIATION 
ACCESSORIES & EQUIPMENT 


Note: All advertising 


First Half 1955 Pages 
_ page figures based on 
“USN&WR Laem 8=©—Ss Publishers Information Bureau 
NEWSWEEK 66.66 records for the first 
TIME 98.32 26 issues of weeklies, 
FORTUNE 16.00 : 
BUSINESS WEEK 837 the first 13 issues of 


bi-weeklies and the first $ 
six issues of monthlies. 


NATION’S BUSINESS — 


TRG aot ~ oxi age 


And first in GAINS 
-—all along theline 


““U.S.NEWS & WORLD REPORT” first in page 
gains among all six news and management 
magazines in: 


TOTAL BUSINESS AND INDUSTRIAL ADVERTISING 


COMMUNICATIONS & PUBLIC UTILITIES 
MANUFACTURERS’ MATERIALS & SUPPLIES 


AVIATION, AVIATION ACCESSORIES & EQUIPMENT 
ENGINEERING & PROFESSIONAL SERVICES 

OFFICE EQUIPMENT, STATIONERY & WRITING SUPPLIES 
INDUSTRIAL MATERIALS 

BUILDING MATERIALS, EQUIPMENT & FIXTURES 
FREIGHT TRANSPORTATION 

GASOLINE, LUBRICANTS & OTHER FUELS 


TOTAL ADVERTISING PAGES 


Now more than 725,000 net paid circulation 


The trend is plain. Whether selling to important people in 
business and industry, or to high-income families who buy much 
and buy best, ““U.s.NEWS & WORLD REPORT”’ is today’s best, 

and fastest growing, advertising medium. For specific information 
in your field, ask our advertising office at 30 Rockefeller 

Plaza, New York 20, N. Y. Other offices in Boston, Philadelphia, 
Cleveland, Detroit, Chicago, St. Louis, San Francisco, 

Los Angeles and Washington. 
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ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Assistant Manager Sales and Service, 
William Hanus 

New York: James C. Greenwood, John 
P. Candia, Harry J. Hoole, David J. 
Cleary, Jr., Louis DeMarco, William Laurie 
Chicago: E. S. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey 
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1709 W. Eighth St., Walter S. Reilly, 
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San Francisco (3): Simpson-Reilly Ltd., 
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Safeway on Sponsored Brands 


We happened, the other day, to be looking carefully through a con- 
siderable number of annual reports, including the report of Safeway 
Stores. And suddenly we remembered agency man Earle Ludgin’s re- 
cent admonition that one of advertising’s biggest problems is the fact 
that the advertiser’s best customers are so often his toughest com- 
petitors. 

What we had run across in the Safeway report was a full-color 
page showing the various brands which Safeway calls “sponsored 
brands,” and which everyone else calls private brands. Across the 
top of the full-page color photo was a line, “Sponsored Brands Build 
Sales...” and this explanation, which we present without comment: 

“Pictured at left are 210 different Safeway Sponsored Brand prod- 
ucts. There are additional sizes and varieties of most of these brands, 
an aggregate of more than 600 items, but only one package of each 
Sponsored Brand is shown in this picture. 

“The purpose of Sponsored Brands is to increase our sales and 
profits. One reason we can do this is because with Sponsored Brands 
we are buying commodities instead of brands and we have better 
control over the price we pay. For example, we sell Sponsored Brand 
soap, but we buy the fats and oils that go into it. We buy them in a 
free market where we have equal bargaining rights and can establish 
a right first-cost. This permits us to earn a fair profit on the fin- 
ished product. 

“Whenever our Sponsored Brands succeed in winning consumer 
approval over competitive brands, we stand to gain the profit that 
would have gone to outside brand promoters. Obviously, this means 
we must create an urge on the part of consumers to buy Sponsored 
Brands, and this in turn means we must ourselves engage in brand 
promotion. 

“Our Sponsored Brands fall into three categories: (1) ‘Premium 
brands,’ for customers who are more interested in assured quality 
than price; (2) ‘discount brands,’ for customers who want top qual- 
ity but will accept a less well known brand in order to save promo- 
tion costs; (3) ‘price brands,’ for customers who are lured chiefly by 
price, as long as quality is satisfactory. Hence, we have Sponsored 
Brand products for every pocketbook and every point of view. 

“All Safeway Sponsored Brands are manufactured under rigid 
quality-control standards. Tests are conducted by our own Hallmark 
Testing Service, as well as by the supplier companies’ laboratories. 

“These Sponsored Brands, as you know, can be purchased only at 
Safeway. When customers come back to get them, they establish a 
habit of shopping regularly at Safeway every week. This is good— 
good for our business, good for each of us. We should all become 
better acquainted with our Sponsored Brands.” 

We promised no comment, and we make none. 


Keeping Them Sold 


If anyone in the audience still harbors any lingering doubts about 
the value of continuity in advertising, a five-second exposure to a 
few Census Bureau figures ought to take care of him. 

For instance and to wit: Establishment of something like 850,000 
new households every year since 1950—almost 9,500,000 more in 
April, 1955, than there were in the same month in 1947. Actually, the 
change is even more startling, because there have been about a mil- 
lion new urban households a year during that period, and a corre- 
sponding decline in rural-farm households. 

So in a good many cases the market change has involved not only 
setting up a new household, but moving from farm to city. And at 
the same time, the declining number of farm families has changed 
conditions down on the farm considerably too—and very coensider- 
ably softened the blow of lowered farm income. Total farm income 
has declined, but so has the number of farm families sharing that 


ale the the receptionist 


39 


—Jehn Eckels, Fuller & Smith & Ross, Cleveland. 


“Since they put me on that consumer panel, I can never find any- 
thing in here.” 


What They're Saying 


Cohesiveness vs. Conformity 
Television has the defects of its’ 


virtues. A nation whose living | 
rooms are piped together, so to’ 


of greater cohesiveness than other- 
wise. But the unwanted twin of 
cohesiveness is conformity. Is it up 
to the television industry alone to 
determine how we can have the 
strength of cohesiveness without 
the sticky glue of conformity?—Or 
has not society some answers to 
work out here strictly on its own 
account? Similarly, the more we 
provide information and serve as 
the eyewitness to events great and 
small, the more we threaten the 
privacy of the individual; here 
society will have to determine the 
balance it wishes to strike between 
its curiosity and its sense of want- 


ing, like Greta Garbo, to be alone. 
—Frank Stanton, president, Columbia 
Broadcasting System, at tne 3srd an- 
nual convention of the NARTB in 
Washington, D. C. 


Unsustained Metaphor 
Endorse, indorsation. See em & 
im-. The use of endorse in adver- 
tisements (Paderewski endorses 
the pianola) is an example of un- 
sustained metaphor (Metaphor 2 
A) worth mention because adver- 
usements play a considerable part 
in forming the language of tnose 
who read little else. You can en- 
dorse, literally, a cneque or other 
paper, and, metaphorically, a 
ciaim or argument; but to talk of 
endorsing material things other 


than papers is a solecism. 
—H. W. Fowler, “Moaern English 
Usage,”’ Oxford University, Mass. 


Direct Mail Reactions 

No informed person can validly 
question the effectiveness of direct 
mail to physicians. But there is 
evidence that physicians, perhaps 
many of them, are becoming aller- 
gic to the amount, the overly ex- 
pensive and ornate character of 
direct mail pieces which, so they 
state, needlessly add to the cost 
of prescription medication. 

Recent studies of physicians’ re- 
actions to the prescription prices 
charged their patients by pharma- 
cists have disclosed that some phy- 
sicians are cool to the flood of di- 
rect mail which comes to them ex- 


speak, via television, is a nation 


; tolling the virtues of prescription 
specialties as they are introduced 
to the market. And, to repeat, they 
see in this material a reason for the 
high cost of prescription products. 

This subject is discussed here 
for the benefit of those manufac- 
turers who might think it prudent 
to study it from the standpoint of 
their own company interest. If the 
amount and kind of direct mail is 
proving irritating to a substantial 
proportion of physicians, it would 
seem smart to give the subject a 
good, hard look in the interest of 
all concerned. 

—Editorial in Drug Trade News. 


Advertising’s Unifying Power 

Good will cannot be wrapped up 
and stored away for future use. 
Brands in America have been built 
in long periods of uninterrupted 
selling. Markets seldom, if ever, 
spring back after protracted neg- 
lect. Markets are not common 
property, nor has any company or 
brand any claim over them except 
such as has been established in the 
minds of men and women by the 
power of persuasion. People be- 
come markets through the unifying 
power of advertising. 


—E. A. Schirmer, senior v.p., Camp- 
bell-Ewald Co., Detroit, speaking at 
the annual meeting of the Texas 
Press Assn. in Galveston. 


Why? 

Why doesn’t the chap who says, 
“I’m not a good speechmaker,” 
let it go at that, instead of pro- 
ceeding to prove the truth of the 
statement? 


—Sydney J. Harris, in his Strictly 
Personal column, Chicago Daily News. 


Population Upsurge 

All other things being equal, the 
business man can remain opti- 
mistic for at least a generation. An 
expanding market of 25,000,000 
persons between 1950 and 1960, 
and of about 50,000,000 persons 
between 1950 and 1975, provides 
him with increased national sales 
quotas which should keep him 
profitably occupied for decades to 
come. 


—Dr. Philip M. Hauser, professor of 
sociology, University of Chicago, 
speaking at a Marquette University 
institute on the power and problems 
of the expanding economy. 


Advertising Age, August 29, 1955 


Rough Proofs 


Poor service, no parking, hurt 
baseball, the Fitzgerald survey for 
Commissioner Ford Frick has re- 
vealed. 


But a losing team hurts even 
more. 


“Kraft Foods testing orange 
juice product,” reports the world’s 
greatest advertising journal. 

One of these days National Dairy 
won’t be able to recognize its own 
offspring. 

e 


The Aquafilter cigaret holder 
and filter will be promoted aggres- 
sively to medical men, the story 
says. 

But presumably without the in- 
terested cooperation of the Amer- 
ican Medical Assn. 


“Too much is written for the 
average reader, who doesn’t exist,” 
opines the sagacious Roy Eastman. 

Any reader can tell you he’s 
*way above average. 


National Fish Week has been set 
for Oct. 3-8, but sportsmen will be 
keenly disappointed to learn that 
the emphasis is to be on eating, not 
catching. 


Continental Lithographers Inc., 
offering a stock holiday poster de- 
sign showing Santa Claus holding 
a glass of white fluid, explains: 
“Also available without milk.” 

Any chance to substitute a beak- 
er of eggnog? 


Judging by the investments 
leading newspapers are making in 
expensive new press facilities, you 
are going to continue to hear a lot 
about r.o.p. color. 


The American Automobile Assn., 
which has been the official spon- 
sor of automobile races for a long 
time, is withdrawing from the field 
as “not compatible” with its objec- 
tive of promoting highway safety. 

Now if they can just get the 
race drivers off the highways. 


“Women’s hosiery makers plan 
drive to fight bare legs,” the head- 
line says. 

They should be able to get a lot 
of moral support from the manu- 
facturers of men’s hats. 


Lincoln cars will be promoted 
outdoors through the medium of 
30-sheet posters, a new dimension 
which has some of the old-timers 
in the industry rubbing their eyes. 


Taking advantage of the obvious 
trend toward do-it-yourself, The 
Saturday Evening Post is making it 
possible for agency men to inter- 
view some typical readers in a cou- 
ple of Wisconsin cities. 


It may be a lunatic idea, but 
Chase-Manhattan’s savings pro- 
motion, suggesting a “vacation on 
the moon,” is attracting a lot of at- 
tention even from earth-bound. 
worldlings. 


Copy Cus. 


oe LFF - ; cee , a. eee Meer cc aT UT tov acmenn eh rym 
Via Sa wies : Me He 5 Bo ae ee I ee SY ae Se “an yas 
tastes - Deaf ep meh a Bx Seepees Ses eee s a ore 
; ‘ . ad 7 ‘. ne ji pu : J } . 3 ; fe ‘ pn J. wy. as t a e saeatee, Abe. ere: z * P J : sae tee 1 , ¥ of : a nie age Pe. oe ee : : y 
ars 
= ey 
- eid 
== = rid 
at 
ee | : 
| 4.27 3 Baal : ‘ 
ee aa = aa ‘ees | sp 
ae: e* : 4 i 7 
RNR Ra ————— ll oe ee ies ee amanianion | ae. 
sig ae 4 es _* mes ie RS e ~ > S } Pe 
se ae : re te Sa ei dhs ies | E 
5 is /j i ifs - ’ ae Ce z i yee Ee 4 
= is ¥ 4 vy if > . Bee oT % é 
ii Ul . od f Sane 
a oe a. f 9 ‘~‘ ¢ o24 ay fe p 
aS eae’ aes fit : F : ‘ ek ge Si eee 
aU daa gs jt uh c, a (% 2 Sees 2S * 
$s an j # bee. ee Se Behe e: 
25S ER 2 i § ORNS AES. LS ERE SS. 
ee ; _* : ¢ = & sa x ee ae Pir 
staat » oF : oe, , ’ ep Sp 
E a i. Nae % 
i —— fe - o ne 
be SS ~ * ae , — "| 
s eo re ie. . % : We a eed 
j Eee eae) ae ee = * ; Eee Pin ee, Ve 
x ee Se Saad act a 5 is i: ; a ete 
a Shag a rues ; ee ib a Fern ie cage ee | 
ee ye iss ona . i ° ; fer Pe oe ae Oe 
a es bil Aa S eae cat &. ee ee 
opie. <A ama ty Mee sae aes 
; De Oe os >} Ze 
J ® ic ta Ss . a oi ~s - + fe a 4 
; > ce} ge ae ae : f , a er Dias 8 Pe 
ia A fs x 3 ; i ‘ itt ce x ace tage a oe 
age Re tart By eo Re ee " | 
‘ iy ea a eae “at ae - = ae aaa | 
ee. OM : pote a Pome <q! . ce ; 
: =" SS eet See 
is : ee | Pg = = Ss Re a 
oe ie, . a Oe ea, ES ea omy eS ea ati | 
oS Dy Reina ie eee RR See rma ben 
ee a ; na eT ei ita Mea Rn ia eee : ee 
(tee : , “ i nies has ens io “Te i a Ne 
ee 
* 
| “ 
ied 
ea 
| a 
| a 
| Bi 
| | oe Re 
| ae a 
| | re 
| * 
| “. 
| 
| : 
% 
' — 2 
| ss 
| . se 
| ie 
ea: 
Paced 
+ ¥ 
=i) 
eA, 
CMe 
a i 
re 
os soils 
Be thi 
, a 
ae 
% 
| a “7 
o on 
| Pr 
a 
= 
“a 
en 
| ae 
| ch 
ae 
Wes 
aad 
| a 
a , 
3 
—- 
ee 
a 
ie 
P.) 
ae 
a: 
see 
Ae 
i aa OV ob ieee Pee ear Ce art eek ae iio) © Be a Ape One ee ‘<n ae ES gil ae nh ee ge Be tte Satan ues SAP tae Speier en, Mika eal oy gin 4 Coe ee Be. 6 St Ea BO, eee Ee, LT! ee 2 # ap eee ee rigs i) oes ees oa eR ee bP oe Sate si tan, ed t. 
eae a, Ses ee as ik EEE ccf ae GPT Ee EWN a gah Pane wg oe oe A ae Te IA tangs w Sogn sn AG Te ik et AE ead a) oes ee NS. Ene, Sota reer gaa ot ane ot Ce apie TEAC SS Die ues Sera is tM ete ep a be i gee as gens Rm ee ane 
ae A eta CF eR Pe ea eee he Wig A SLL Ee a ge ee SRY oe ag ORR, MOK ae at ARAL paca eT ok ony PgR ges age Os Sees oe RR yes 21 tg te og Le tee oS Sg CU, WES hon oR TET Ady Bh tag ah a RP cg eer GS tle aay eS NR yp Wes Ce gat, hae 
Peli tan ae oie GR Ty oy eS een gg aah ee Menge. Paeae = en RRS ee te Taree he Ruel © Tot ho mpraggernie Ee ae a 
7 Te ~~ — _ ne On ; ; PSP aay es RS OS Fe hg ai ASD Bae chs PREP em eee ee ee eo ose UE nee ete le ne eee Nese Be 3 + Hoo. ES Soke ls Pome fs eg 8 highs Oe Fae ny Rin Ae” Gs. Schering ak Satis : 
Se Rg ae en en la I as pated Rae oe Loe mae ee Se a Pee} Sec Pon ee Pe eta ne a Se a oe a  * 6 ae ee Pe, rere ee ged cP ee ee ed, ae x See ae 3 Ssh bate cee ae 


t ad ar, pee ae 


ij 
= 


0 


oS 


sd 


Department stores want action almost as soon as the ink 
is dry on their copy. And they get action from the pages 
of THE INQUIRER! For 15 consecutive years, THE 
INQUIRER has been first choice for department store 
advertisers. First, too, in National, Retail, Classified and 
Total Advertising. For selling action, schedule THE 
INQUIRER ... First! 


The Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 
NEW YORK CHICAGO DETROIT 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


Department Stores Expand in 
DELAWARE VALLEY, U.S.A. 


19 branches of Philadelphia depart- 
ment stores now operating, or nearing 
completion, throughout booming Dela- 
ware Valley—where nearly 5,000,000 

ople have a buying income of over 
$8 billion annually! 


West Coast Representatives: 


SAN FRANCISCO 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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' Why should some men 
prefer women over 50 
in Chicago? 


(An apocryphal story with authentic details) 


£69 


YY 


2 


H. H. S. Jones wore the charcoal grey suit, pink shirt and horn-rimmed 
giasses of a successful advertising executive. 

But he wasn’t even a vice-president. 
His name came last on agency inter-office memos; and his office was small, overlooking the 
air shaft. Jones was account men for Jiffy-Java, a coffee so instant it almost 


jumped into the cup \ 


expounded that instant cotiee was bought mainly by younger women without 


( didn’t wait to be spooned). Java experts 


old-fashioned coffee brewing habits. So Jiffy-Java’s advertising was aimed at these 
=~ 
glamorous young females. But sales were slow in the Chicago market. 


One day our hero was lunching at Pete’s Diner (his non-expense account 
aT 


hangout) SES [ when in chanced Joe, a space man for the Chicago Tribune. Now 


——— a 


Joe was an expert at solving cosmic sales problems, so he volunteered 


help on the Jiffy-Java account. 


| 


. . 
He consulted the greybeards in fa the Tribune’s Research 


Department who brewed up a big pot cf coffee statistics. 
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Even the greybeards admitted that young women have chs. But older women should be 
preferred by men in the instant coffee business. For analy: '- 0f the Chicago instant coffee 


market showed that sales increased with the housewife’s a. 


43% of all instant coffee was bought by families where the .ousewife was over 50. 


Jones set the agency right on this important score, and soon moved to an office the 


size of Grand Central Station ap ~ with H. H. S. Jones, V.P. lettered on the door. 
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So if you’re solinas for a way to climb to fame, don’t overlook the help 
the Chicago Tribune can give you. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally 
affect your Chicago sales. It knows who your best customers are, where they 
live ea ¥ and shop, why they buy. This valuable information is yours for the asking. 
faae), Nothing sells the Chicago market like the Tribune. 
Retail sales in Chicago and the adjacent 206 Chicagoland counties are big—valued 
at $17 billion. And the best way to sell this market is through Tribune advertising. Does 


advertising in the Tribune pay? Just ask companies like Duncan Hines, Philco, 


av i 
ll 


People may praise the Tribune, fuss about it or blast it—but reading the 


Carson Pirie Scott and Bird Floor Covering. 


~ 


Tribune in Chicago is just like eating hot dogs at the ball game. Almost 
everybody does it. Everybody feels its impact. Practically 3 out of 4 families in the Chicago 
metropolitan area read the Tribune—almost half of all the families in 840 midwest towns 
read it. (Only 12% of metropolitan Chicago gets the largest national 
magazine—and less than 1 out of 10 tunes in on an average evening T'V show.) 

So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember .. . If you want to SELL Chicago 


TELL Chicago in the Chicago Cribune 


THE WORLD’S GREATEST NEWSPAPER 
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TvB Adds Four Stations 


Four stations owned by publish- 
ers have joined the Television Bu- 
reau of Advertising, New York. 
They are Cowles’ KRNT-TV, Des 
Moines; KVTV, Sioux City; the 
Washington Post’s 
Washington, and WMBR-TV, Jack- 
sonville. 


WTOP-TV,, 


B&B Names Three V. P.s 


Benton & Bowles, New York, 
has named three new v.p.s. They 
are James-F. Black, account su- 
pervisor; Otto Prochazka, creative 
supervisor, and Austin A. Thomas, 
business manager of the art de- 
partment and supervisor of pro- 
duction and traffic. 


Pre-Specification Selling! 


Get the design man to build his plans around 
the “specs” that only you can provide, and you 
are in on the “ground floor’ for future produc- 
tion. The radio engineer is the design man in the 
fabulous electronics industry. To SELL the radio- 
electronic industry, TELL the radio engineer (in 
his own publication). That is pre-specification 


selling! 


Engineers are educated 


to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


‘ | Proceedings of the IRE 


Advertising Department 


1475 Broadway, New York 36, N. Y. 


YOU'LL SELL MORE BREAD 
with these $60,000* 


Here’s what you'll get: 


FULLY ANIMATED FILMS—Animated cartoons are 
top salesmen on TV. You get full, not partial, - 


animation. 


SHOWS YOUR WRAPPER OVER AND OVER —Your 
wrapper appears in the animated cartoon se- 
quences. It’s also shown full screen size repeat- 


edly. 


YOUR BRAND NAME REPEATED OFTEN— Your brand 
name, slogan and the sales slant you are now 
using are made part of each commercial. Entire 
sound track is made to your order. 

FAST-MOVING ACTION THAT PACKS 
WALLOP! —This series was created by baking 
industry people to fill the need for top-flight 
television commercials for bread. It’s tested and 
proved—is now doing an outstanding job of 


Animated Cartoon 


ge _—\ 
| TV BREAD 
OE —_ ©: 9K Original production cost. This has already been 


COMMERCIALS 


paid by one of the country's largest bakers. This 
. is what it cost to produce these films from the 
start, but you ean get them for a tiny fraction of 
the original cost. 


A SELLING 


increasing bread sales for bakers in one-fifth of the country. 

EXCLUSIVE USE—No one else can use it in your market—ever! Extra prints 
guaranteed available up to three years. 

POINT-OF-SALE TIE-IN— Attractive cartoon youngsters (named for your bread 
in the film) offer many possibilities for merchandising. 


USE AS TV SPOTS AND IN PROGRAMS 


— Strong appeal to both children and 


adults makes these commercials appropriate for use at any time during 
the television day—as spots, in programs, or within participating shows. 
TAILORED TO YOUR BRAND—You get strong identification of your brand 
name throughout, in both sight and sound. These films look as though 


they were specially made for 

commercials up with those of 
LOW COST—Because original 

practical for even LIMITE 


ou-—to 

merica’s 

roduction costs have been 
ADVERTISING BUDGETS. 


uality production puts your 
iggest television advertisers. 


aid, this series is 


AVAILABLE QUICKLY—Prints will be de- 
livered ready for use within 35 days. TELEVISION DIVISION 


DON’T DELAY! 


This series is available to 
only one baker in a market. 


cS 
Fum (Co. 


102 Alexander Bidg., Colorado Springs, Colo. 


MAIL THE COUPON NOW FOR FULL DETAILS—No Obligation. 


ALE. ANDER FILM CO., 102 Alexander Bidg., Colorado Springs, Colo. 


Send detailed description of Animated Cartoon TV Film Commercials for bread. 


NAME 


STATE 


Two Out of Three 
Households Have TV 
Sets: Census Bureau 


WASHINGTON, Aug. 23—The Cen- 
sus Bureau reported last week that 
two out of every three households 
in the U.S. now have a tv set. This 
compares with only one in eight in 
April, 1950, when a tv count was 
made in conjunction with the de- 
cennial Census of Housing. 

The bureau’s new figure was ob- 
tained in a sample study carried 
out during June as part of the 
monthly population survey. The in- 
formation was obtained at the re- 
quest of the Advertising Research 
Foundation, which is compensating 
the government for the expense in- 
curred. 


® The bureau said today that a 
more detailed analysis of the re- 
sults of the survey will be released 
in the near future. Among the ad- 
ditional data will be a breakdown 
of the percentage of urban and 
rural homes with tv. The bureau 
has also prepared regional break- 
downs, which may be released if 
the experts are satisfied as to their 
reliability. 

The study, covering about 25,000 
households in 230 areas, indicated 
that 32,000,000 of the nation’s 48,- 
000,000 households have one or 
more tv sets. 

The figure does not include non- 
households, such as_ restaurants 
and other public places, and does 
not account for the number of 
households with more than one set. 

At the time of the 1950 census 
5,000,000 households repcrted tv 
sets. 


Pitney-Bowes' New 


Book Tells Uses 
for Postmark Ads 


STAMFoRD, Conn., Aug. 24—Pit- 
new-Bowes has just published a 
Guide to Postmark Advertising, 
containing information on _ the 
small, poster-like ads that can be 
applied alongside postage meter 
stamps on letters. 

The company says that this is 
the only available text on this ad- 
vertising medium, and that nine 
billion letters and packages an- 
nually now carry ads. 

The introduction to the Guide 
traces the emergence of postmark 
advertising as an ad medium, to 
its use in World War II to support 
home front causes. 

Chiefly a commercial medium 
today, it is still widely used for 
public service advertising, the 
booklet states. A page of examples 
of public service ads is included. 


® Also included are five pages of 
examples of uses by all types of 
businesses, plus a page of three 
model uses aS campaign devices. 

The booklet also shows the ten 
best postmark ads of the past three 
years, chosen from 20,000 in a 
contest sponsored by Pitney- 
Bowes. The winner was an ad for 
Halo shampoo by Colgate-Palm- 
olive Co. 

One section, “How to Prepare 
Postmark Ads,” offers art and lay- 
out tips, plus advice on how to 
avoid having ads rejected as un- 
suitable for political reasons. 


International CofC Publishes 
Booklet on Audit Bureaus 


The International Chamber of 
Commerce, Paris, has published a 
booklet describing audit bureaus 
in Germany, Sweden, the United 
Kingdom and the U. S. It also 
presents a series of recommenda- 
tions. on the standards of circula- 
tion and readership data that audit 
‘bureaus should follow. 
| The booklet may be obtained 
from the U. S. council of the ICC 
‘at 103 Park Ave., New York. 


Advertising Age, August 29, 1955 


Getting Personal 


Clyde Bedell, retail ad consultant and AA contributor, left with 
Mrs. Bedell on Aug. 13 for a ’round-the-world trip. Climax will be 
a stay in Australia, where he will conduct a series of ad clinics be- 
fore returning to the U.S. in mid November... 


Daniel Welch, account exec. of Needham, Louis & Brorby, has 
been named publicity chairman of the radio-tv section, public rela- 
tions division of the Heart Fund drive in Chicago. .. 


A collection of 15,000 poster designs has been given to the Cleve- 
land Art Museum by Central Outdoor Advertising Co., Cleveland. 
The collection was gathered over many years by Miss Lada Sykora, 
Central’s p.r. director, who retired June 15 due to illness... 


His first hole-in-one in 20 odd years of golfing was scored by 
D. Garry Lewis, manager of the San Francisco office of Ridder- 
Johns Inc. on Aug. 12. The occasion was the Advertising Golfers 
Assn.’s August meet at California Golf Club, where he made the 7th 
hole—170 yards (par 3) witha No. 5 iron... 


R. S. Nicholson of the San Francisco office of West-Holliday Co., 
publishers’ representative, has just returned from a six-weeks 
European trip which included England, France, Holland, Belgium 
and Italy... 


Among those New Yorkers intimately concerned with Hurricane 
Connie—even though it never got nearer than several hundred miles 
of the city—was Jerry Kaufman, sales and ad head for Sales Affil- 
iates Inc., and LeGrand L. 
Redfield, account man at 
Hilton & Riggio. As part of 
its program for the Beauty & 
Barber Supply Institute, the 
maker of Zotos permanent 
waves, scheduled a ’round- 
Manhattan boat ride for the 
conventioneers on Aug. 13. 
Well... first it was on; then, 
as Connie approached, out 
went the telegrams saying it 
was off, followed in a few 
minutes by frantic phone 
calls saying: Disregard the 
telegram and await further 
instructions. Finally, on Sat- 
urday afternoon, the Coast 
Guard gave a go-ahead sig- 
nal and once again the phone 
lines jangled. The party boat 
sailed exactly on schedule... 

A daughter, Marianne, was 
born to the Robert J. Giller- 
ans on Aug. 2. Bob is sales 
manager of Pocket Books 
Inc.... ADVERTISING AGE 
space representative John 
Candia has married Florence 
Malone, formerly New York 
office manager for the com- 
pany... 

Howard Roper, secretary 
and copy chief of L. E. Mc- 
Givena & Co., has been 
spending part of the summer 
visiting friends on a 10,000 acre Oregon wheat farm. Signing his 
letters “Hopalong Roper,” he writes to New York: “Breakfast is at 
4 a.m. But I have been six hours late for breakfast every day since 
I’ve been here”... 


Harry Rauch, Young & Rubicam v.p., is giving a series of courses 


on tv publicity and promotion writing at New Jersey’s Fairleigh 
Dickinson College this fall... Elisabeth Landi, daughter of Anthony 


IN BERMUDA—John H. Grubman, ac- 

count executive of Hoffman-Man- 

ning Inc., New York agency, and 

Mrs. Grubman did their sight-see- 

ing by motor bike during a vacation 
at the Castle Harbour Hotel. 


MIDWAY MARK—Barry Ryan, board chairman of Ruthrauff & Ryan, 

looks serious as he celebrates his 50th birthday at an agency office 

party. Apparently not as serious-minded are Ruth Hovland, Virginia 
Copp, Maureen McEntyre, Sally Morgan and Connie Hilsdorf. 


Z. Landi, executive v.p. of Parsonnet & Wheeler, was married to 
lawyer Al Sennett in San Francisco on Aug. 20... 


Walter Guild, president of Guild, Bascom & Bonfigli, San Fran- 
cisco, has been voted the Hollywood Adclub “Encore” Award, which 
is given annually to the most outstanding club speaker of the pre- 
vious year. The award will be formally presented at a club meeting 
later this year... 
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the addition of THREE MORE KEY 


BLOOMINGTON, Illinois, PANTAGRAPH 
Circulation 33,900 


Serving a rich industrial-agricultural region 

where incomes are high, the Pantagraph long has been one of 
Illinois’ outstanding newspapers. The 

Bloomington-Normal metropolitan area, alone, 

contains 78,000 people and produces retail sales of 

$1024 million, of which $2444 million are 

food store sales and nearly $3 million are drug store sales. More 
than 100 diversified industrial plants provide 

steady, high-level payrolls for the entire area. The 
Pantagraph reaches 99% of the Bloomington-Normal families 
with carrier-delivered service. FAMILY WEEKLY 

is proud to add the Bloomington Pantagraph to its 
ever-growing list of Hometown newspapers. 


IDAHO FALLS, idaho, POST-REGISTER 
Circulation 16,013 


A key shipping center for 

famous Idaho potatoes and livestock as well as 

being headquarters for an Atomic Energy Commission 
reactor plant, Idaho Falls and Bonneville county are a 
key market in East Central Idaho. Its 

large potato and beet sugar processing plants 

provide consistently high incomes that help 

achieve more than $52 million in annual retail sales, $9144 million 
in food store sales and 

well over a million in drug store sales. The 

Post-Register is the third Idaho newspaper to distribute 
FAMILY WEEKLY and it adds importantly to 
FAMILY WEEKLY’s coverage of that prosperous state. 


FAMILY WEEKLY reaches 58.9% of all families in primary market 
areas that produce over $14'/2 billion in retail sales, $3'/2 billion 
in food store sales. Yours to sell with one order, one billing—and 


in color 


FAMILY WEEKLY MAGAZINE, Inc. 


Leonard S$. Davidow, Publisher 


153 N. MICHIGAN AVENUE ¢ CHICAGO 1, ILLINOIS 


HOMETOWN 
NEWSPAPERS 


OGDEN, Utah, STANDARD-EXAMINER 
Circulation 27,642 


As the largest rail-switching terminal 

in the West, Ogden is a bustling market where payrolls are 
steady and incomes are high. The 

Ogden Metropolitan Area contains 96,600 people and its stores 
account for $10314 million in retail sales. Food store 

sales total over $2214 million and 

drug store sales amount to well over $3 million. The 
Standard-Examiner delivers 89% coverage of 

the Metropolitan Area, and reaches out into 

the surrounding counties with 78% coverage of its 

entire trading area. The Ogden Standard-Register brings an 
important addition to FAMILY WEEKLY’ list 

of Hometown markets. 


The addition of 
these three key newspapers brings 
FAMILY WEEKLY’S TOTAL CIRCULATION to 


2,428,323 


and brings to 129,723 the 

circulation added by FAMILY WEEKLY since 
its latest Rate Card (No. 6) 

was issued. 


The Bloomington Pantagraph is represented na- 
tionally by Gilman, Nicoll & Ruthman. 

The Idgho Falls Post-Register is represented na- 
tionally by Ward-Griffith Co., Inc. 

The Ogden Standard-Examiner is represented na- 
tionally by Reynolds-Fitzgerald, Inc. 


NEW YORK 17, 17 East 45th Street * DETROIT 26, 424 Brook Building - LOS ANGELES 25, 1416 Camden Avenue * ORINDA, CALIF., 82 LaCuesta Road 
These Newspapers Distribute FAMILY WEEKLY 


ALABAMA: Anniston Stor, Dothan Eagle, Florence Times & Sheffield-Tuscumbia-Muscle Shoals Tri-Cities Daily, Huntsville Times, Tuscaloosa News * ARKANSAS: El Dorado News- 
Times, Hot Springs Sentinel Record + CALIFORNIA: Sacramento Union, Santa Barbora News Press + COLORADO: Colorado Springs Free Press, Grand Junction Sentinel, Pueblo 
Star Journol & Chieftain * CONNECTICUT: New Haven Register + FLORIDA: Daytona Beach News Journal, Fort Myers News-Press, Gainesville Sun, Sarasota Herald-Tribune, 
Tallchassee Democrat, Tampa Times, West Palm Beach, Palm Beach Post Times * GEORGIA: Albany Herald, Rome News Tribune * IDAHO: Boise Statesman, Idaho Folls Post-Register, 
Pocatello State Journal + ILLINOIS: Bloomington Pantagraph, Champaign-Urbana News Gazette, Danville Commercial-News, LaSalle News Tribune, Quincy Herald-Whig, Spring- 
field Illinois State Journal & Register * INDIANA: Marion Chronicle Tribune, New Albany Ledger & Tribune » 1OWA: Council Bluffs Nonpareil, Davenport Democrat & Times, 
Dubuque Telegraph-Herald, Waterloo Courier + KENTUCKY: Bowling Green Pork City News, Owensboro Messenger-inquirer, Paducah Sun Democrat + LOUISIANA: Bogaluso 
News * MASSACHUSETTS: Lowell Sun + MICHIGAN: Grond Rapids Herald - MINNESOTA: Albert Lea Tribune - MISSISSIPPI: Greenville Delta Democrat-Times, Tupelo Journal, 
Vicksburg Post-Herald +» MISSOURI: Jefferson City Capital News Post-Tribune * NEVADA Los Vegas Review Journal, Reno Nevada State Journal * NEW JERSEY: Asbury Pork Press, 
New Brunswick Times, Trenton Times Advertiser + NEW MEXICO: Sonta Fe Mexican + NEW YORK: Binghamton Press, Elmira Sunday Telegram, Utica Observer-Dispatch + 
NORTH CAROLINA: Concord Tribune, Salisbury Post * NORTH DAKOTA: Fargo Forum + OHIO: Athens Messenger, Coshocton Tribune, Lima News, Zanesville Times Signal + 
OKLAHOMA: Duncon Banner + PENNSYLVANIA: Lancaster Sunday News » SOUTH CAROLINA: Florence News + SOUTH DAKOTA: Huron Huronite & Daily Plainsmon, Rapid City 
Journal « TENNESSEE: Kingsport Times News * TEXAS: Abilene Reporter-News, Austin American Statesman, Big Spring Herald, Denison Herald, Denton Record-Chronicle, Galveston 
News, Greenville Herald, Kilgore News Herald, Lufkin News, Morshall News-Messenger, Midland Reporter-Telegram, Poris News, Port Arthur News, San Angelo Stondard Times, 
Snyder News, Texarkana Gazette, Tyler Covurier-Times-Telegraph, Victoria. Advocate, Wace Tribune-Herald + UTAH: Ogden Standord-Exominer, Prove Herald « VIRGINIA: Danville 
Register, Lynchburg News * WASHINGTON: Wenotchee World, Pasco-Kennewick-Richlond Tri-City Herald « WEST VIRGINIA: Beckley Raleigh Register - WISCONSIN: Racine Journol- 
Times-Bulletin * WYOMING: Casper Tribune-Herald & Stor, Cheyenne Stote Tribune and State Leader. 
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Wage earner families, with 61% of the 1 on’s Discretionary Spending Power, are 


prime prospects for your product. Just w in the next two years, for example... 


3,124,000 wage earner families are planning 
to buy REFRIGERATORS. 


3,300,000 wage earner families are planning 
to buy COOKING RANGES. 


3,586,000 wage earner families are planning 
to buy FREEZERS. 


6,182,000 wage earner families are planning 
to buy WASHING MACHINES. 


TRUE STORY IS THE SERVICE MAGAZINE READ IN WAGE EARNER FAMILIES, AND... 
y BY of True Story’s primary households are not reached 
© by all four women’s service magazines combined! 
, y | 6% of True Story’s primary households are not reached 
4 | © by all four big weeklies combined! 
y | aY, of True Story’s primary households are not reached 
ae by all four top store magazines combined! 


As wage earners, the kind of people who read TRUE STORY have the 
greatest amount of “loose money’ to spend. 


Yes, to move more merchandise in the market that decides | 
volume leaders in product sales, 


you need 


Source. Wage Earner Forum Survey 
Starch, April 1955 
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284,706 corporate officers or titled executives 
pay for and read THE ROTARIAN. 
81% are in industry or business 
19% are in the professions 
and 90% buy material, equipment, supplies 
or services for their firms. 


Reach these men effectively and economically through 
their own magazine ... THE ROTARIAN. 


313,889 Average Total Net Paid ABC (Dec. 1954) 


Los Angeles Adwomen Elect 
Claire Hughes, KWKW, Pasa- 
dena, has been elected president of 
the Los Angeles Advertising Wom- 
en. Other new officers include 
Helen Murray Hall, National 
Broadcasting Co., |st v.p.; Betty 
Kizer, Trans World Airlines, 2nd 
v.p.; Dee Davis, Miracle Mile 


Assn., recording secretary; Anne | 
K. Carr, Interstate Bakeries Corp.,| 


treasurer; Lucille Liets, Art Serv- 
ice, corresponding secretary, and 


Marion Vilmure, Stromberger, La- 
Vene, McKenzie, assistant treas- 
urer. 


_Marketscope Buys Bennett 


Marketscope Research Co., New- 
ark, has acquired Jacqueline Ben- 
nett Interviewing Service, Newark. 


‘The Jacqueline Bennett company, a 


field interviewing service, will be 
carried on as an adjunct to the 
Marketscope operation. No change 
in personnel is planned. 


PACKAGING -PARADE's coverage 
of key packaging people at Smith 
Kline & French, Philadelphia, is 
typical of its full-account coverage 
of major packaging users. These 
people at Smith, Kline & French 
receive and read PACKAGING 
PARADE. 


A HAYWOOD PUBLICATION 


PACKAGING PARADE 


22 EAST HURON STREET 


it isn’t bought by one man 


There is no set pattern as to 
the number of persons, or titles that 
influence packaging decisions... 


1 Selected coverage: Packaging Parade’s 18,500 circula- 
. tion is confined entirely to large and medium buyers 
that account for over 75% of the industry’s total sales. 


9 Concentrated coverage: Packaging Parade concen- 
¢ trates its coverage on the domestic market where 
selling is more convenient and economical. 


3 Full-account coverage: Packaging Parade is read by 
¢ all key people in major buying concerns who are 
likely to make, or influence, buying decisions. 


Packaging Parade 


REACHES THEM ALL... 


Effective selling calls for reaching all those who 
influence packaging decisions. That is why 
PACKAGING PARADE is essential. It reaches all 


the key people in all major buying concerns. Here’s how: 


PACKAGING PARADE’s complete, full-account coverage of 
important domestic buyers provides effective sales coverage 
for advertisers who have increased their use 
of PACKAGING PARADE by more than 54% within the last five years 
—convincing evidence that PACKAGING PARADE can be an important part 
of your sales effort. Let us show you how. 


CHICAGO 11, ILLINOIS 


ASE OES GUE S . KR TS ES SEES 
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CATCH—The Columbia River Pack- 
ers Assn. is using displays, like 
this one in a Long Island super- 
market, built around car cards. 
Shown around car card are “quick 
quiz” cards which sell versatility 
and nutritional values of Bumble 
Bee tuna. Arthur Cohn & Associ- 
ates, New York, is the agency. 


Bulova Wins Fair 
Trade Fight Against 
Sattler’s in Buffalo 


BuFrFALo, Aug. 23—Judge John 
S. Marsh of New York supreme 
court has issued a temporary in- 
junction restraining Sattler’s Inc., 
Buffalo department store, from 
selling Bulova watches below es- 
tablished retail minimum fair trade 
prices. 

Attorney Thomas P. McMahon, 
representing Bulova, claimed that 
under a lease arrangement with 
Arthur Langsam, St. Paul, Sattler’s 
planned to advertise a sale of the 
watches at the lower price. The 
department store contended that 
the Bulova Co. no longer had con- 
trol of the prices, as the articles 
had been purchased by Mr. Lang- 
sam, who is going out of business 
after many years. 

Bulova maintained that Mr. 
Langsam could conduct a “close- 
out” sale under the law, but only 
if Sattler’s did not participate in 
the profits. 


@® Judge Marsh ruled that the 
agreement between Mr. Langsam 
and Sattler’s transferred to the 
department store “full control over 
the disposal of the merchandise.” 

In his opinion, Judge Marsh also 
said: “Whatever benefits a depart- 
ment store may contemplate from 
leasing out departments to various 
lessees, such practice, in any event, 
should not be permitted to be used 
as a device to allow the store man- 
agement to evade responsibility 
for compliance with the statutes of 
this state governing trade practices 
in the conduct of competitive mer- 
chandising. 

“Thus, having represented to the 
public in the page ad offered to 
the court that ‘We have never 
had such values before’—bannered 
across the top of the page over the 
designation, ‘Sattler’s, 998 Broad- 
way, better jewelry department, 
main floor front’—it cannot now 
sustain its position before the court 
that it is not selling anything to the 
public, and that it is merely a 
landlord leasing space to an in- 
dependent merchandiser.” 

The injunction prohibits Sattler’s 
from advertising the sale and from 
selling the Bulova watches for less 
than established retail prices. 


Brooks to Farm Paper Group 

Charles M. Brooks, for the past 
three years with the advertising 
department of Sears, Roebuck & 
Co., has joined the Chicago office 
of Western Associated Farm Pa- 
pers as a sales representative. 
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people 
make the best 


salesmen 


: 


... especially the merchandising staff of WRCA and WRCA-TV 


Joe Murphy, Pegeen Fitzgerald, Sidney Matz and Max Buck know what 
motivates people on both sides of the counter. During their own success- 
ful retail careers, they learned what makes customers buy more — and 
what retail salespeople need to sell more. 

Now they’ve teamed up to form broadcasting’s most experienced mer- 
chandising unit — sales specialists whose talents help ensure the success 
of advertising campaigns on WRCA and WRCA-TV in New York. 

They know what it takes... and they’ve got what it takes... to move 
merchandise through super markets, drug stores and department stores. 
Exclusive services such as: 

“CHANNEL 4 STORE” PLAN — a brand-new merchandising plan which 
promotes food and drug products advertised on WRCA-TV through 6,500 
chain and independent super markets in Metropolitan New York. 

CHAIN LIGHTNING — the most successful radio merchandising plan yet 
devised. Assures eligible food and drug advertisers on WRCA mass 


display in chains which control more than 1,600 super markets. 
3-WAY DRUG PLAN — reaches into 5,000 retail drug stores affiliated with 
the New York State Pharmaceutical Association and wins selling-floor 
support for products featured on WRCA and WRCA-TY, 
PLUS other exclusive sales aids, including New York’s largest super 
market and drug store as your Merchandising Laboratory — regular 
messages to 15,000 food retailers, alerting them to your campaign — 
product sampling among thousands of clubwomen and home-makers. 
You'll sell more of your products faster with the help of the people who 
make the best salesmen in America’s biggest market — persuasive people 
like the stars on WRCA and WRCA.-TV, and retail-wise people like 
Max Buck and his staff of point-of-sale specialists. 


WRCA 660 WRCA-TY 4 


a service of ) Represented by NBC Spot Sales 


PHOTO BY DAN WYNN 
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SCHOOL DAYS—General Mills is of- 
fering this blackboard premium on 
and back of cereals like Wheaties 
and Cheerios. The specially treated 
blackboard will take chalk and 
erasures many times without 
smudging, GM says. Knox Reeves 
Advertising, Minneapolis, is han- 
dling the promotion, 


Film Maker Opens 
Promotion Contest 
For TV Stations 


Nzw York, Aug. 24—Screen 
Gems, tv film producer, is staging 
a station contest as a means of 
getting fall promotion rolling on 
its eight nationally sponsored pro- 
grams, 

The competition is open to any 
station promotion manager in the 
U. S. whose station is carrying 
one or more nationally sponsored 
Screen Gem programs. Prizes will 
be awarded to the promotion di- 
rector who comes up with the best 
promotion and exploitation cam- 
paign. 

“We are conducting this contest 
because we are fully aware of the 
responsibility to our network and 
national sponsors over and above 
producing and delivering the best 
programs we can make,” Henry S. 
White, ad director of Screen Gems, 
said. 

“In addition we believe we must 
share the responsibility with the 
sponsor and network in promoting 
these shows. This contest will en- 
courage station promotion mana- 
gers who are in a strategic posi- 
tion on the local level to do an 
even better job for our programs.” 


w First prize will be a 13-day, 
mid-winter Caribbean cruise for 
two. Other awards are film pro- 
jectors and screens, hi-fi systems, 
air conditioners, deep freezers, 
cameras and gold watches. 

A promotion manager who has 
any of the following shows to work 
with is eligible: “Adventures of 
Rin Tin Tin” (National Biscuit Co.., 


ABC-TV); “Captain Midnight” 
(Ovaltine, CBS-TV); “Celebrity 
Playhouse” (Falstaff, national 


spot); “Father Knows Best” (Scott 


Make it 
In Growing 


4 Florida 


You need 4 in Florida. 

That need is big, 
booming Orlando on the 
colorful Orange Blossom 
Trail. 

After you buy Jack- 
sonville, Miami and 
Tampa, put a little in 
the pot for prosperous 
Orlando. 

Here 


400,000 folks 


spend 500 million $ 
yearly. 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 
Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


‘Paper Co., NBC-TV); “Ford Thea- |inghouse Electric Corp., Pittsburgh, , been conducted from the main of- 


iter” (NBC-TV); “Patti 
Show” (Oldsmobile, national spot) ; 
_weiser, CBS-TV) and “Tales of the 
'Texas Rangers” 
'CBS-TV). The contest starts Oct. 
2—when all of these shows will 
‘have started their weekly fall- 
winter series—and ends Dec. 31. 


Westinghouse Boosts Jolly 


Gordon L. Jolly, formerly a field 
service representative with West- 


Page has been named manager of prod-| 


uct information for the manufac- 


“Damon Runyon Theater” (Bud-|turer’s television-radio division in 


Metuchen, N. J. 


(General Mills, | 


| 
Dayton Rubber Adds Office 
Dayton Rubber Co., Dayton, O., 
will establish sales promotion and 
advertising offices in Asheville, 
N. C., Sept. 1 at 100 Fairview Rd., 
to service its Koolfoam cushioning 
and textile divisions. Advertising 
for both divisions previously had 


fice in Dayton. J. D. Hershey, ad 
and sales promotion director, said 
the move is “to provide close-in 


selling ‘support near Dayton’s 
production facilities in nearby 
Waynesville.” 


Wolcott Gets Beckman PR 


Beckman Instruments Inc., Ful- 
lerton, Cal., has appointed Wolcott 
& Associates, Los Angeles, to or- 
ganize and supervise a national 
program of corporate public rela- 
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|tions and product publicity. As a 
part of the program, Beckman has 
appointed Willard Gregory, for- 
-merly with United Press in Los 
Angeles, publicity director. 


Mooers Appointed A. E. 


J. Warren Mooers has been ap- 
‘pointed an account executive in the 
San Diego branch of Foster & Klei- 
ser Co. Mr. Mooers joined F&K as 
a lease representative in 1953 after 
employment with Convair, a divi- 
sion of General Dynamics Corp. 


Ba 


A MAGAZINE FOR BUSINESSMEN 


ADVERTISERS GET ACTION IN NATION’s BuSINESS 
. . . because they ask for action. In the June issue 
58 per cent of the advertisers couponed their copy 
or specifically requested the reader to write or call 
a representative. 
The response . . . “absolutely amazing” . . . 

one advertiser wrote. Many others report that 
Nation’s Business is delivering “a steady stream 
of orders” . . . “inquiries at a cost way, way lower 
than we ever expected” . . . “an entree to successful 
business organizations.” 
These advertisers are selling industrial and com- 
mercial products and services directly to business- 
men — industrial sites . . . buildings . . . 
machines & supplies . . . building materials . . . 


office 


employee uniforms . 


ing equipment . . . water meters . 
advertising and mailing equipment and services 
... insurance . . . financial and engineering services 


3 Nations Business Z é Z, 


aucust 195° 


1 «ast 
ne industri 
man keeps! ! 
winehers busy. A 


: 


results when you advertise to business in 


. . air conditioning and heat- 
.. paper... 


. . . warehousing and shipping facilities. 


quality sales leads at 
ing performance is 


Nation’s Business generates action . 


. . high 
low cost. Behind this advertis- 
active reader interest. The 


forward-looking articles in Nation’s Business stim- 
ulate constructive thinking among 750,000 sub- 


scribing executives . . . including more than five- 


advertise to business 


hundred-thousand presidents, owners, partners and 
board-chairmen. Month after month leading adver- 
tisers report, “action in business results when you 


... in Nation’s Business.” 
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Hutzler Changes Name 


Hutzler Advertising Agency, 
Dayton, has changed its corporate 
name to Hutzler & Long. H. H. 
Hutzler remains president of the 
agency. W. H. Long, exec. v.p., be- 


September, when he joined the 
agency after selling his own agency 
in York, Pa. Construction has 
started on a new agency building 
at 371 W. First St., Dayton, which 
Hutzler & Long plans to occupy 
in December. 


American Pop Corn Division 


‘Returns to Buchanan-Thomas 


The bulk sales division of Amer- 
ican Pop Corn Co., Sioux City, Ia., 


which left Buchanan-Thomas Ad- 
'vertising Co., 
came an officer and director last | 


Omaha, to go to 
W. D. Lyon Co., Cedar Rapids, 
early this year, has returned to 
Buchanan-Thomas. The agency al- 
so continues to handle Jolly Time 
Pop Corn, made by the company’s 


/consumer sales division. 


Buchanan-Thomas has appointed 
Carl Uhlarik director of its depart- 


ment of public relations. Vir. Uh- 
larik, who joined Bucha:.: ) -Thom- 
as in December, 1954, is 2 former 
United Press staff member and 
radio news director. 


LeTourneau-Westingh< use 
Promotes Errion, McCann 
LeTourneau-Westinghouse Co., 
Peoria, Ill., has appointed Jack Er- 
rion, formerly advertising promo- 


tion supervisor, sales promotion | 


manager. The company also has 
promoted Jack McCann, who has 


been manager of its Washington 
office, to government sales man- 
‘ager. 


Wilkes-Barre Adclub Elects 


Richard W. Fox, of the Hub, 
has been elected president of the 
Advertising Club of Wilkes-Barre. 


Other officers elected include John 
Ney, F. J. Ney & Sons, v.p.; Frank 
Kovaletz, Paramount Theaters, sec- 
retary, and C. Wesley Boyle, 


Wilkes-Barre Publishing Co., treas- 
‘urer, 


Ee a ty 


760,000 PAID CIRCULATION 


Washington * New York * Cleveland + Detroit 
Los Angeles * Chicago * San Francisco 


sin 


| a | 
; 
j 


ERR oe ee eee 
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ess 


ACTION! These advertisers solicited 
orders or requests for booklets 


r and demonstrations in one 


B. KLEIN & CO. 


BERT M. MORRIS CO. 
BURROUGHS CORP. 


BYRON WESTON CO. 
C. A. DUNHAM CO. 


EASTMAN-KODAK (0. 
EXECUTONE INC. 
FACIT, INC. 

FRICK CO. 


GEORGE S. MAY CO. 
HARDWARE MUTUALS 


KENTILE, INC. 


DEVELOPMENT 


> NEW YorK 
| NASHUA CORP. 


PITNEY-BOWES, INC. 
PHOTOSTAT CORP. 


REMINGTON-RAND, INC. 
SHAW-BARTON 
SMITH-CORONA INC. 


TROPICAL PAINT CO. 
UNDERWOOD CORP. 


issue of Nation’s Business. 


AAA ADDING MACHINE CO. 
ADDRESSOGRAPH-MULTIGRAPH 
ALUMINUM CORP. OF AMERICA 
AMERICAN PHOTOCOPY EQUIPMENT CO. 
AMERICAN TELEPHONE & TELEGRAPH CO. 


BADGER METER MANUFACTURING CO. 
BALTIMORE & OHIO RAILROAD 
BAY WEST PAPER COMPANY 

DIV. MOSINEE PAPER MILLS CO, 


BUTLER MANUFACTURING CO. 


CHESAPEAKE & OHIO RAILWAY 
COMMERCIAL CREDIT CO. 
DIEBOLD, INCORPORATED 


FRIDEN CALCULATING MACHINE CO., INC. 
THE GEORGE MASTER GARMENT D. V. 


INDIANA DEPARTMENT OF COMMERCE 
INSERTING AND MAILING MACHINE CO. 


LAWRENCE WAREHOUSE CO. 
LIBBEY-OWENS-FORD GLASS CO. 
MARCHANT CALCULATORS INC. 
MISSOURI DIVISION OF RESOURCES AND 


| MODINE MANUFACTURING CO. 
| THE MUTUAL LIFE INSURANCE COMPANY OF 


NEW YORK LIFE INSURANCE CO. 
NORTH AMERICA COMPANIES 
OXFORD FILING SUPPLY CO.. INC. 


usiness — 


OZALID DIV. GENERAL ANILINE AND FILM CORP. 


R. C. ALLEN BUSINESS MACHINES INC. 


SPEARE ENGINEERING CO. 

STANDARD OIL CO. (New Jersey) 

TENNESSEE INDUSTRIAL & AGRICULTURAL 
DEVELOPMENT COMM. 

THE TRAVELERS INSURANCE COMPANIES 


Russia fears Red China's strength mcm =~ UNION PACIFIC RAILROAD 
Ballooning government outgrows business a « WARREN HASTINGS MOTOR CO., INC. 
We're arming for the wrong War 0 « 


WEST POINT MANUFACTURING CO. 


(WELLINGTON SEARS CO.) 
WORTHINGTON CORPORATION (AIR CONDITIONERS} 


} 
| 
| 


| 
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Most People Preter 
Live TV Shows, but 
Many Are Neutral 


New York, Aug. 23—By a nar- 
row margin, a majority of tv fans 
prefer their entertainment “live.” 

However, a surprisingly large 
block of the video public doesn’t 
care whether the show is live or 
film. 

These are the most interesting 
findings in a film versus live study 
released this week. Some 51.8% 
of the people questioned in a 15- 
city sample in July said they pre- 


fer live to film television produc- 
tions. However, an impressive per- 
'centage—42.2%—was neutral. 

Viewers who chose live fare gave 
such reasons as “clearer picture, 
more realistic, more interesting, 
prefer live actors and better plays.” 

People who liked film telecasts 
better—6%—say they have more 
action, better scenery and are more 
finished productions. 


THE SOUTH 
SUBSCRIBES TO 


Progressive 
Farmer 


The No. 1 
FARM 
MAGAZINE 


editorial 
linage 


| 


advertising 
linag 


CIRCULATION .... 
1,275,000 ‘ 


” 


The South Subscribes to 


The Progressive Farmer 


Editoriol ond Advertising Offices: Birmingham, 
Raleigh, Memphis, Dallas. Advertising Offices: 
New York, Chicago, San Francisco, Los Angeles. 
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Bobetsky Joins Sherres 

Ted Bobetsky, formerly with| 
Dundes & Frank, has joined Mar- 
vin Sherres Inc., New York, as art 
director. 


|RAB Promotes Boorom |account executive. Otto also has 

Warren J. Boorom has been pro- | appointed Hector Mendez-Puiz an 
moted from assistant director to di- | assistant account executive. Mr. 
rector of local promotion for the) |Mendez-Puiz formerly was assist-| 
Radio Advertising Bureau, New) ant export advertising manager of | 


If skill and experience 
couid be sold as merchandise 


YOU couldn't get a better bar- 
gain anywhere, to prove it: just 
JAY P send for our free samples now! 


WALK aovertisinc typocrapny 


11 E.HUBBARD, CHICAGO 11 e MOhawk 4-6134 


York. He moves into a post that | Pond’s Extract Co., Export Ltd., 
has been vacant since May 15,/and prior to that operated his own 
‘when R. David Kimble was ap-| agency in Buenos Aires. 

pointed director of local sales and 


service for RAB. Lilyette Appoints Mitchell 


Lilyette Brassiere Co., New York, | 
has appointed Harold M. Mitchell 
Inc., New York, to handle its ad- 
vertising. Gilbert Advertising is 


Robert Otto Names Two 
Monte Johnson, formerly with 
McCann-Erickson, has joined Rob- 


ert Otto & Co., New York, as an 


the previous agency. 


AGAIN IN 1955... 


, % National Advertisers prefer the 


03 


EXCLUSIVE 
ADVERTISERS 


GENERAL AND AUTOMOTIVE 
ADVERTISERS use The 


CHRONICLE 


EXCLUSIVELY! 


THIS REPRESENTS: 


19% MORE 


THAN 

BOTH OTHER 
HOUSTON PAPERS 
COMBINED! 


THERE CAN BE ONLY 
ONE REASON... 


* Source: Media Records first 6 months 1955 
Excluding National Supplements. 


THE HOUSTON CHRONICLE 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


of Leadership in 
| Advertising and 
«Circulation. 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 


heen & Settee 


qrsiafureecerm 
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National Nielsen Ranking of Radio Shows 
Two Weeks Ending July 23, 1955 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (647) 
1 Best of Groucho (DeSoto-Plymouth, NBC) .........:ccccccccccccsscccsecereseees 1,480 
2 People Are Funny (Paper-Mate, NBC) ..........cccccccesscesseseseesseeeeeeseenones 1,434 
3 I I SIS IIE, 20.0. ccssnscondudipsceconshsocveccensanonupnapneenenes 1,387 
4 IIE, IIT. asc nsncascennquininanesedivoteneantassbeasehidhiadbbensetecosess 1,295 
5 EY MII SII. TID ois0c salaries cdnansnoscesessectonssnssboncadbusesineyeccents 1,249 
& Godfrey’s Scouts (CBS Columbia, CBS) ........ccccccccccccesceesseeseeseesteseenenee 1,110 
7 Two for the Money (P. Lorillard, CBS) ...........ccccccccccsscssseesseeserereeeeeeees 1,064 
8 Gene Autry Show (Wm. Wrigley Jr. Co., CBS) ...c.ccccccccceccseeseeeee 1,017 
9 Our Miss Brooks (American Home Products, CBS) .............0ccccccccccceee 925 
10 CR) MR NI DUI “Prccnicsecsnasincssvesserctzencnececcivetnetecesioscctsosbesess 925 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (601) 
| 1 ee Ds, I 1,110 
2 Fibber McGee & Molly (Three Plan, NBC) .......0.......::ccccccccceseceessseeesneee 971 
3 Pe NU «II, SN ic echicinciesibicgincncvsesvesccesithgtesticabainboeeneecs 925 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,249) 
1 All Star Baseball Game (Gillette, Mutual) ................00.cccccccccccceeeeseseeees 3,468 
2 Ma Perkins (Procter & Gamble, CBS) .................::cccccccceccceeeceseeeenceceneeees 2,035 
3 Guiding Light (Procter & Gamble, CBS) ..........cccccccccccceceeesseeeeceneeeees 1,988 
4 Road of Life (Procter & Gamble, CBS) .....:........ccccccccccccccsscesscssssesscssecs 1,896 
5 Our Gal, Sunday (Participating, CBS) ..........ccccccecccccesccssseeeneceneeesseees 1,804 
6 Perry Mason (Procter & Gamble, CBS) ...........cccccccccccccccsseeeseeesceeeeeeenee 1,804 
7 oe oI MU a cenpeccnenaoeniedndn 1,665 
8 Helen Trent (American Home Products, CBS) ..........cccccccccsccceessesceeeees 1,665 
9 ne GI CIIEs HEINE sarbictetnonemsstitercececesteconszcoceseccenesccscetesecssesaoscess 1,655 
10 I EE PUEUINOUIEINI, CAEN) cicencsictenecveresisnprevescccongonaccssestontsonsesie 1,619 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (370) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) .........cccccccceceeseessseeeeerere 832 
2 Adventures of Rin Tin Tin (National Biscuit Co., Mutual) .................. 786 
3 Galen Drake (Animal Foundation, Calgon Inc., CBS) .............008 740 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (555) 
1 I IIIS IED Giicpecbictitecdccandvebibindesscascdecsshanasdeconsescccessns 1,434 
2 Allan Jackson-News (Chevrolet, CBS, 12) ..........cccccccccccceccceeceeeeeeeeeveeees 879 
3 NE CU IIIINE Srtns OD eiraretencennestsratincescapscthenssovsonisienncorcoenesse 786 


* Percentage of homes reached (‘‘Nielsen-Rating”) may be determined by comparing the 
total number of homes reached with 45,859,000, the 1955 Nielsen estimate of total 
U. S. radio homes. 


Macfadden Elects Hyland V. P. | company will soon start a news- 
Philip D. Hyland has been elected paper advertising campaign in 
v.p. in charge of advertising of ‘northern California, followed by a 
Macfadden’s Men’s Group. With radio and newspaper campaign in 
Macfadden 18 years, Mr. Hyland|the 11 western states. Copy will 
has been a salesman for the True| Place strong emphasis on the name 
Story Women’s Group; western and uses of the product. 
manager and ad manager of Your) 


Home, a former Macfadden pub-. 


lication, and advertising director 
of Macfadden’s Men’s Group. 


FREE SAMPLE—New Scissors and Paste- 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
introductory offer. No obligation — no 
salesmen. Address: Multi-Ad Services, 
Inc., Box 806A, Peoria, Illinois. 


Gerwin Foods to Edwards 


Gerwin Foods Inc., San Fran-| 
cisco manufacturer of croutons, has | 
named Edwards Agency, Los An- | 
geles, to handle its advertising. The | 


WHEN YOU'RE 
PLAYING 
GOOD GOLF 


every day with classy competition, 
it’s easy to keep your score low. 
Similarly, it’s natural for us : 
to produce fine photoengravings 
because we make them every day 
for agencies and advertisers 
whose demands for quality 
keep us on our toes. 


COLLINS, MILLER & ¥ 

HUTCHINGS, INC. LETTERPRESS + GRAVURE 
333 WEST LAKE STREET, AT WACKER DRIVE - CHICAGO & 
| AMERICA’S FINEST PHOTOENGRAVING PLANT 
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DETROIT MEANS BUSINESS... 
300 Incoming Carloads per Hour! 


Wayne County, Detroit, with an an- 
nual payroll in excess of 3-billion 
dollars is second only to Cook County, 
Chicago, in manufacturing. 


Se ee 


Rae ene ert : 
A 


a 


These carloads—and 50,000 others per month—are for Detroit 
plants, producing new cars at the highest rate in history ... and 
for Detroit stores doing business with workers and families earn- 


ing the highest incomes of any major market in the nation. | e 
To do business by the carload in the Detroit market, use The D e t r O ] t 


Detroit News. With its circulation leadership and concentrated 


trading area coverage, The News is Detroit’s most effective N ¢* WwW ey 


selling medium. 
THE HOME NEWSPAPER 


Proof? Advertisers place 51% of all their newspaper lineage in 
The News ... more than twice as much as either of the other Largest Weekday and Sunday Circulation 


two Detroit newspapers of All Michigan Newspapers 
Weekday ....456,189 Sunday ....563,038 


ABC 3/31/55 


Eastern Office: 110 E. 42nd St., New York 17  @ Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 


Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. @ Pacific Coast: 785 Market Street, San Francisco, Calif. 
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Sidney Gartield Incorporates, 
Sells Stock, Appoints Two 
Sidney Garfield & Associates, 
San Francisco, has incorporated 
and sold stock to its employes. Of- 
ficers of the agency are Sidney 
Garfield, president; Alan Conner, 
v.p.; A. M. Blessing, treasurer, and 
Virginia Juetten, secretary. James 
H. Davis, production manager, has 


| been named a director. 


M. R. (Dex) Briggs, formerly 
with Macon Inc., Detroit, and more 
recently with MacFarland, Ave- 


yard & Co., Chicago, has joined 
Garfield as art director. William 
De Young, previously with Mer- 


chandising Factors Inc. and Charles 


R. Stuart Advertising, has joined 
Garfield as a copywriter. 


‘Observer’ to Story, Brooks 

The Charlotte Observer has ap- 
pointed Story, Brooks & Finley its 
national advertising representative, 
effective Sept, 1. Story, Brooks 
previously represented the Observ- 
er for 34 years, until 1951, when 


the newspaper appointed Sawyer- 
| Ferguson-Walker Co., which Story, 
Brooks now succeeds. 


Poole to Shawinigan Resins 

Ralph W. Poole Jr. has been ap- 
pointed to the new post of assistant 
manager of advertising and sales 
promotion of Shawinigan Resins 
Corp., Springfield, Mass. Mr. Poole 
formerly was with the public re- 
lations department of Monsanto 
Chemical Co., Shawinigan Resins’ 
parent company. 


Advertising Age, August 29. 1955 


Chilton Eases Move 
from N. Y. to Philly 
by Acting as Realtor 


PHILADELPHIA, Aug. 23—Late in 
September, Chilton Co. will move 
the staffs of six of its publications 
into an expanded plant here. 


Busy Week for 
Typifies Service to the Trade 


The DEALER 


Friday, August 5, proved an excellent example of the start of a busy 
week in the life of an active business publication such as The Sporting Goods 
DEALER—a publication genuinely devoted to the welfare of 


the industry it has represented for more than 55 years. That 
day started when Publisher J. G. Taylor Spink conferred with 
his son, C. C. Johnson Spink, about an invitation to participate 
in a special luncheon conference with Vice-President Nixon in Washington, D. C. 
Publisher Spink outlined some of his ideas on carrying out President Eisen- 
hower’s interest in the physical fitness of our youth. It was decided Johnson 
Spink would go to Washington that Monday after attending the opening of the 


important National Fishing Tackle Show in Chicago on Sunday. 


Meanwhile, Editor Hugo G. Autz was checking coverage of the 
Tackle Show with his associates, Roland Burke and Steve Blackhurst. It 
was decided Editor Autz would head for Chicago that night to attend 
the board meeting of the Sporting Goods Jobbers Association for which 
he serves as executive secretary, inasmuch as The DEALER had spear- 
headed formation of the Association, just as it had helped in the forma- 
tion of the Sporting Goods Dealers Association 50 years earlier. 


On Saturday, A. C. (Bub) Johnson, head of the Chicago office, was setting up shop at the 
show for The DEALER and was winding up preparations for the printing and distribution of a 
daily Tackle Show Bulletin sponsored by The DEALER. Editor Autz was at the jobbers’ board 


session. 


On Sunday, Bill Paddock of the New York office, Bob Carney of Atlanta, Ga., Joe Schulte, 
Jr., of St. Louis and L. M. Perkins of Cleveland arrived, along with Johnson Spink and Roland 


Burke, to complete The DEALER staff at the show. It was the most thorough 


coverage of any publication at the show. 


By Monday, the daily bulletins were in operation, Johnson Spink had 
reached Washington to confer with Vice-President Nixon and Editor Autz emceed 
the important jobbers’ open meeting of the industry at which the leading tackle 
manufacturers appeared. That midnight, Editor Autz and his staff hustled 
back to St. Louis and paved the way for immediate publication of a 12-page 
section—12 pages containing 61 show photos and more than 8,000 words. 


That same night, Johnson Spink was returning from Washington with pic- 
tures and details on the important recreation meeting he had attended — the 
only publication represented at the meeting—and Blackhurst was hurrying to 


Chicago to complete the Tackle Show coverage. 


TACKLE SHOW BULLETIN 


A SPINK PUBLICATION . 2018 Washingtos Ave ST. LOUIS 2, 


Consequently, the August issue of The DEALER carried the first complete news of the 
Tackle Show, the jobbers’ meeting, the manufacturers’ report and the results of the vital 
Washington sports conference—all of this in the mails on Thursday, August 11. 


Yes, August 5 was the start of a busy week, but The DEALER has become ac- 


customed to these down through its more than 55 years. These are tough weeks, 
no doubt about it, but they are satisfying, for everyone knows he is doing the best 
job possible for the industry. No other publication keeps so closely in touch with 
what is happening. The DEALER doesn’t wait — it is right there helping make 
these things happen. 


The DEALER isn’t just a magazine covering events—it is the spokesman of the 


industry. Write us today for authoritative 12-page survey which includes in- 
formation on “When Retailers and Jobbers Buy and Sell Sporting Goods”, on 


mailing services, how 24 leading sporting goods lines rate, and month-to-month preview of 
outstanding issues. Write to The Sporting Goods DEALER, 201 8 Washington Ave., St. Louis 3, Mo. 


But behind this vast transfer lies 
_an employe relations story which 
\indicates that the publishing in- 
dustry has not lost the human 
touch. 

The big problem for Chilton was 
how to get a good number of their 
250 top people in New York to 
move down here. This includes 
advertising, publication and edi- 
torial people. 

As of now, Transfer Chilton can 
‘be considered a huge success. 


a The company first set up a 
special committee in New York, 
headed by Iron Age Publisher 
George Hook, to advise employes 
who were wondering whether to 
move or not. John Flood, a Chilton 
researcher, then set up a housing 
information bureau. At company 
expense and on company time he 
compiled real-estate prices and 
data on apartment houses, schools, 
churches, transportation, etc. 
_ Then the company invited all 
employes and their families to 
come down and have a look around 
'a bit themselves. All of this was 
_at company expense, including ho- 
‘tels, meals and railroad tickets. 
Mr. Flood gave all migrants a 
personal tour, asked them the price 
| ey would like to pay, where they 
| would like to live, and then tried 
‘to show them what was available. 
| One woman employe wanted a 
five-acre farm for $10,000, to per- 
mit her husband to raise chickens. 
Another executive wanted a 
house with some historic back- 
ground, but with modern conven- 
_iences. 


w Some employes decided what 
they liked in about six days, others 
waited three weeks, and some have 
still to make a decision. In any 
case, when they do move, Chilton 
also foots the bill. 

Chilton employes down here also 
pitched in to help. They got New 
Yorkers country club memberships, 
memberships in private clubs (for 
which Philadelphia is famous) and 
introduced them to neighborhood 
groups. 

So far, 25 employes have bought 
homes here, Another 20 have 
rented. All in all, Chilton expects 
about 100 of its New York em- 
|ployes to transfer down here, in- 
cluding all the publishers. 

The publications being trans- 
ferred include Boot & Shoe Re- 
corder, Department Store Econo- 
mist, Hardware Age, Iron Age, 
Jewelers’ Circular—Keystone and 
Optical Journal. 


Kimco to Wilson-Markey 

Wilson-Markey Inc., a new San 
Francisco agency, has been ap- 
pointed by Kimco Mfg. Co., Port- 
land, Ore., and Kimco Sales Corp., 
Redwood City, Cal., to direct all 
advertising for the company’s line 
of automotive products and acces- 
sories. The agency plans extensive 
use of tv as part of a campaign 
now being developed. 


reach 5553 
POLICE CHIEFS 


via this all-selective 
medium! They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 


- “8 ° PP & Associates 
1475 Broadway, New York 36, N.Y. 


35 East Wacker Drive, Chicago ran, 
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What makes a newspaper great? 


Upper Midwesterners are still talk- 
ing about it. And now newspaper 
readers all over America are getting 
the chance to read Carl Rowan’s re- 
markable report on a country that 
puzzles, challenges and intrigues west- 
ern man—India. 


During a 4-month, 10,000 mile tour 
last year, this Minneapolis Star and 
Tribune reporter criss-crossed India 
from Karachi to Trivandrum, from 
Bombay to Allahabad, interviewing 
Indians of every caste and kind from 
the disease-riddled Untouchable to 
Prime Minister Nehru . . . and de- 
scribed his experiences in “This is 
India’’, an 18-article series which 
stands as one of the most penetrating 
studies of that country ever made by 
an American journalist. 

In preparing the series, Carl Rowan 
had one priceless advantage. He is a 
Negro. In color-conscious India this 
proved an “‘open sesame’’ to closely 

arded Indian feelings and views. 
alc. liberal and conservative, 
friends of America and die-hard Com- 
munists, alike confided in him to an 
extent that was almost embarrassing. 
He was made welcome in homes where 


no American had ever been, heard 
opinions never expressed to any white 
man. Visiting palaces and slums, filthy 
villages and new industrial develop- 
ments, Rowan reported not only on 
the incredible dirt, poverty and over- 
population but the effect of these fac- 
tors on the emerging new India. ““This 
is India” is not a happy report. It’s 
often disquieting, sometimes frighten- 
ing, but is so important a journalistic 
achievement that to date it has been 
syndicated in 32 newspapers across 
the United States as well as in the 
Manila Times and the Hong Kong 
Standard. 


Minneapolis Star and Tribune 
readers have come to expect a jolt 
from Carl Rowan’s writings. His bril- 
liant analyses of racial problems—not 
only in India, but later in Southeast 
Asia, and then at the Afro-Asian Con- 
ference at Bandung, Indonesia—have 
the insight and authenticity which 
only a Negro could give. In 1951, 
Rowan gained national recognition 
for his Minneapolis Tribune series, 
“How Far From Slavery”, a hopeful 
statement on the changing conditions 
for Negroes in the South. For this he 


won the Sidney Hillman Foundation 
award for the nation’s best newspaper 
reporting. Later, he won a Sigma 
Delta Chi award for his series ‘‘Jim 
Crow’s Last Stand?”’, a deep-probing 
analysis of the five segregation cases 
then pending before the United States 
Supreme Court. 


Carl Rowan’s specialized reporting 
is just one reflection of the Minne- 
apolis Star and Tribune’s belief that 
good newspapers should be a con- 
structive educational force among the 
people they serve. It’s through such 
extra-thorough coverage of all of the 
world’s news that these two news- 
papers have gained and held their 
position ‘as the best-read in a 3% 
state area. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Don’t get me wrong. I’m a hard-working guy and I’m well on my 
way to the top in business. But I like to have fun. I like nice clothes, 
good food and drink, women. No, I’m only 29. I’m college educated, 
I earn a good living and I expect to earn a good deal more. I have 
faith in myself and the future. 


I’m not worried about tomorrow. I’m living now.” 


That’s the PLAYBOY MAGAZINE market. Young, but knowing. 
An inveterate traveler, for business and pleasure, inside the United 
States and out. 

He’s a connoisseur of horse flesh — and other flesh. 


He reads a lot, light and heavy. He has the wit to appreciate 
Shulman, Steig and Shepherd Mead. 


You can find him at the theatre, a concert, or small jazz spot. 


THE MEN’S 


ENTERTAINMENT MAGAZINE 


He is in the midst of the biggest buying spree of his life. Cars, 
cameras, and hi-fi cabinets. Clothes, cognac and cigarettes. 


50,000 like him bought the first issue of PLAYBOY MAGAZINE 
21 months ago, over 300,000 bought the August issue and PLAY- 
BOY MAGAZINE will celebrate its Second Anniversary with a 
circulation guarantee of 400,000 effective with the January issue. 
Yes, and over 90% of the PLAYBOY MAGAZINE market is based 
on monthly, full-price, single-copy sales. In the face of a general 
decline in magazine newsstand sales, PLAYBOY MAGAZINE has 
already become one of the largest selling, quality-priced (50¢-and- 
over) magazines on newsstands in the country. 


A reader survey just completed by Gould, Gleiss and Benn, Inc., 
gives a more complete picture of the PLAYBOY MAGAZINE 
market. For this and other information on this exciting new adver- 
tising medium, write PLAYBOY MAGAZINE, 11 E. Superior St., 
Chicago 11, Illinois, or phone Michigan 2-4511. 
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... for these advertisers in the Armed Forces Market: 
Great China Food Products 


@ Adolph's Ltd. 
@ Avoset Co. 
@ Coca-Cola 
@ Crispi Potato 


@ Foremost international Dairies 
@ General Foods 

The top-circulation TIMES Service Weeklies 
can sell YOUR product or service, too... 


Sample copies, rates and vital how-to-sell data yours for the asking. Write: 


ARMY TIMES PUBLISHING COMPANY, 3132 M St., N.W., Washington 7, D.C. 
U. S. OFFICES: Boston, Chicago, Detroit, Los Angeles, New York, Philadelphia, San Francisco. 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo. 


Lever Bros. 

Mars, Inc. 

Procter & Gamble 
Stondard Brands 
Wrigley Gum 


Chips 


Army Times » Air Force Times * Navy Times © 


’ (MEMBERS: AUDIT BUREAU OF CIRCULATIONS) : 


POWERAMA—Postings of 24-sheet posters like this will appear for a 

month in a three-state area around Chicago, to promote the special 

General Motors show to be held on Chicago’s lake front during 
September. 


Clyde Hunt Adds Duties 


R. Clyde Hunt, advertising di- 
rector of the Amsterdam News, 
New York Negro weekly, has been 
appointed editor of the newspaper 
and assistant to the president. He 
retains his position as advertising 


director. 


sales | 


per promotion dollar 


when this NEW CONCEPT 
of public relations is used to back up 
your advertising and merchandising 


, are many types of public re- 
lations. The possible use of one type 
—one which can sell products or 
services—is always explored by the 
J. Walter Thompson Company for 
our clients. 


The concept of “‘product selling’ 
in public relations is often over- 
looked. Yet, when closely integrated 
with your advertising and mer- 
chandising, it often greatly increases 
their selling effectiveness. And at 
relatively low cost! 


This type of public relations is 
especially effective because it gets 
your message told by appropriate 
authorities . . . such as doctors, 
teachers, editors, writers, and so on. 


How effective this can be is illus- 
trated by the Pond’s Company, 
famous cosmetics manufacturers. 
Pond’s has been backing up its 
advertising with a continuous pro- 
gram of product-selling public re- 
lations campaigns. 

Each new campaign is designed 
to meet a current specific need of a 


Pond’s product. For instance—two 
years ago, Pond’s planned heavy 
national advertising to introduce 
Angel Skin, a revolutionary new 
kind of hand lotion. 


Could public relations add im- 
pact to the introduction? 


Months before Angel Skin went 
into distribution, Thompson’s staff 
began to work with editorial au- 
thorities of all the many media... 
explaining in detail the scientific 
findings behind the development of 
Angel Skin . . . alerting them to 
Pond’s sales plans. Queries were 
invited; story ideas developed. In 
key sales areas, over 165,000 wom- 
en heard about and actually 
sampled Angel Skin through their 
club leaders. 

Results? An unusual amount of 
favorable interest was created be- 
fore the national debut of Angel 


Skin. Pond’s dealers and distribu- 
tors were better able to co-operate 
because they were thoroughly in- 
formed on the product’s merits and 
sales potential. The appearance of 
editorial approval was widespread 
by the time Pond’s national ad- 
vertising began. 

Because the ground had been 
well prepared by public relations, 
there was instantaneous acceptance 
of the unusual merits claimed for 
Angel Skin in its advertising. The 
product was a quick success. 

s . . 
If you would like to know more about the 
J. Walter Thompson Company public 
relations services — how public relations 
can be used to introduce a new product, 
to tell parts of your story that advertis- 
ing can’t cover, to reach people whom 
advertising cannot reach easily — write 
to J. Walter Thompson Company, AY, 
420 Lexington Ave., New York 17, N.Y. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Sao Paulo, 
Rio de Janeiro, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, 
Johannesburg, Cape Town, Bombay, Calcutta, New Delhi, Sydney, Melbourne 


FCC Gives Nod to 
Gotham Purchase of 


Denver TV Station 


DENVER, Aug. 23—KFEL-TV, 
Denver’s oldest video station, has 
received permission of the Federal 
Communications Commission to 
transfer station ownership from 
the Eugene P. O’Fallon trust to 
Gotham Broadcasting Corp., New 
York, it has been announced by 
J. Elroy McCaw, new owner. Sale 
price was $400,000. Gotham cur- 
rently operates radio station WINS 
in New York. 

In his application to transfer 
ownership, station founder and 
former owner Eugene P. O’Fallon 
claimed duress due to a lack of 
finances to meet current operat- 
ing costs. Since December, 1953, 
KFEL-TV has been affiliated with 
DuMont Television Network, and 
faltering station finances have 
been blamed on the faltering net- 
work programming. Mr. O’Fallon 
put the station up for sale in April 
(AA, May 2). 


® Mr. McCaw also has controlling 
interests in radio and tv stations 
in the Tacoma-Seattle area; inde- 
pendent radio in San Francisco 
and Centralia, Wash., and the 
NBC-TV affiliate in Honolulu, Ha- 
waii. He formerly owned 20% of 
KLZ, Denver, but sold the station 
to comply with the FCC’s ruling 
against multiple ownerships. 

The agreement calls for payment 
by Gotham Corp. of $400,000 for 
100% of the stock. Gotham will 
also assume the station’s current 
liabilities amounting to about 
$350,000. 

Mr. McCaw indicated plans to 
continue ties with DuMont, but he 
reported that emphasis would be 
put on film features, local sports 
coverage and special events. His 
video formula proved successful in 
the Seattle area. The new owner 
plans to retain most of the present 
station personnel. 


BPA Makes Staff Changes 

A number of staff changes and 
additions to take care of increased 
membership and expanded serv- 
ices are being made effective Sept. 
1 by Business Publications Audit 
of Circulation, New York. Assist- 
tant Managing Director Thomas J. 
Campbell, who has been in charge 
of the bureau’s Chicago office for 
the past two years, will return to 
New York to take charge of all 
auditing operations. Paul W. Man- 
ning, resident West Coast auditor, 
will succeed Mr. Campbell in Chi- 
cago. M. Jay Turner, of the Chi- 
cago office, will replace Mr. Man- 
ning in the Los Angeles office. 
Lloyd L. Anderson will join the 
New York staff as production su- 
pervisor. 


Richey Joins ‘Life’ 

John M. Richey, former sales 
promotion manager of Simmons 
Co., has joined Life, New York, as 
department store merchandising 
manager. Ina Hundinger, Life’s 
home furnishings manager for the 
past three years, has been named 


his assistant. 
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T’s no sudden whim, that you sprout a wing on the house. 

Psychologically, you’ve been getting ready for some time. 
It started when the new baby didn’t squeeze in. Or when you 
felt the teen-agers were just about pushing out the living- 
room walls. Or when you got serious about photography and 
dreamed of a darkroom. 

You wanted something better. And so you came to the point 
of change. You did some planning. Tile floors or wood? Paper 
or paint? 


It’s people at the point of change who are the logical target 


Point of Change 


for advertisers. Their minds are open. Active. Suggestible. 
And, when it comes to a product for the home, there are three 
million (plus) families who swing from point of change (think- 
ing) to point of sale (buying) as they sit month after month 
reading The American Home. 

Beg, borrow, or buy a copy of the September issue. You’ll 
see why. It’s all home ideas. So who else would read it— 
except people at the point of change about their homes? Whether 
it’s food or furniture, paint or perennials, they’re all seeking 
what you're selling. 


Plain into Fancy! Honest-to-gosh 
Pennsylvania Dutch transfer patterns 
' ad | of birds and flowers to glorify any- 
Color Surprise! When a New England family switches . els 2 
; we" whos a Gem ee thing from a canister to a barn. (By 
to Florida, something’s got to give. This is the story of Airman Adds Wing! He spotted the house from a . 
; F ; oe > ‘ magic known only to American Home, 
how a barn-red house stopped traffic in the palms. the air. Bought it and did it over. Boring to some, th : onal desk 
noe ese patterns can transfer to dark or 
How antiques thrived against modern black-and-white but real red meat for folks meditating remodeling a oe . 
; : light surfaces.) Only do-it-yourselfers 
and mustard colors. Abundant ideas for those not (the very same people that advertisers of any home ; 


‘ care, of course, but they’re duck soup 
set in their ways. product are courting). be maw these, Vout 
5. > . 


Visit the Editor! [he editor 
opens her New York apart- 


stairs Laundry! 
ment to show what blue green 7 y 


can do to a view of the river 

. to inspire readers to try 
shutters instead of curtains... 
to give a professional’s ideas 
on interior decorating and 
kitchen planning. Ideas 
aplenty for anybody edging 
toward change. 


Our readers love us 
for logical ideas like 
this—the laundry- 
sewing room up- 
stairs, next the bath. 
That way, nothing 
comes up because 
nothing goes down. 
Naturally, makers 
of laundry and sew- 
ing equipment love 
readers who spend 


New Know-How for Meat 
Buyers. For women at the point 
of changing from their own 
trusted butchers to the un- 
charted ways of today’s pre- 
packaged meats, The American 
Home writes _ instructively, 
“Wear your own straw hat.” 


their point-of- 
change time reading 
TheAmericanHome. 


The ‘“butcher’s-eye view of 
a steer” illustration will be 
framed in umptillion kitchens, 
guide meat buying. 


Advertising pages are up— 
BIGGEST August ever! 
BIGGEST September ever! 
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New Monogramming 
Machine Can Initial 
Shirt in 12 Seconds 


New York, Aug. 24—A low-cost 
portable monogramming machine 
that is expected to revolutionize 
the monogramming business and 
give retail users a competitive ad- 
vantage was unveiled today by 


Screen Gems Boosts Hantt, | who moves from Columbia Pic-jer of Plasticoat book covers for 
Appoints Five Others |tures International Corp. Robert |high school and college students, 

Burt Hanft has been advanced C°oper, formerly armed services | has issued a rate card. Advertisers 
from business manager to director | 54S Manager of the Crosley divi- beeg choose individual markets or 
of public affairs for Screen Gems, | S!0D of Avco Mfg. Corp., has joiuae | Ge in with regional campaigns. 
New York tv film producer-dis- | the merchandising department, and|The company plans an extensive 
tributor. Dan Glass, formerly with Wally Waldstein, formerly admin- | campaign directed to advertising 
Phillips, Nizer, Benjamin & Krim, | }5trative assistant to the business | executives of companies that sell 
will replace Mr. Hanft as business |™@Mager, was named sales service | or service the school market. Lipp- 
manager of the Columbia Pictures| ™4Nager, replacing Art Topol, who man Advertising, Buffalo, is the 
subsidiary. |has transferred to the sales staff. | Colad agency. 


Appointed to the new post of| 
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|Arthur Roberson, Washington, 
'N.C., will acquire control of WITN, 
Washington radio outlet, from 
H. W. Anderson, Wilson, N. C., and 
Arthur M. Fountain, Tarboro, 
N. C., for an undisclosed amount. 


Agilon Stockings in Spot Drive 

Deering, Milliken & Co., New 
York, will use one-minute tv spots 
in more than 50 markets to ad- 
vertise Agilon stretch nylon stock- 


Phillips-Jones Corp., maker of Van 


Semnaeaihitn dieek meats wear. coordinator of international sales Colad Issues Rate Card Roberson Acquires WITN ings. The drive, through Amos 
Called the Electro-Gram, the|*F Screen Gems is James Dodd,! Colad Co., Buffalo manufactur-| Subject to FCC approval, W. | Parrish & Co., will break Sept. 26. 


machine operates simply and can . 3 
put a raised monogram on a shirt 


in 12 seconds. It was introduced by 
Stanley Gillette, v.p. in charge of 
sales for Phillips-Jones, who said 
that “in our opinion this will rev- 
olutionize monogramming as we 
now know it.” 
The machine is made by Auto- 
matic Monogram Inc., Los Angeles. NM wal - } ' | E i | | G 4 
Phillips-Jones has exclusive rights 
to its use in the men’s wear indus- q 
try. Mr. Gillette said ihe ticc.wo- 
Gram will be sold only to Van 
Heusen dealers, but they will be 
allowed to use it on ali merchan-| 
dise in their stores. The machine 
weighs 16 lbs. and is bougi:t out 
right for $175. Phillips-Jcnes saies- 
men will be handling sales direct 
to their accounts. 


——— 


® The company plans to bring out 
special monogram devices and in- 
signia in the future, aimed for spe-| 
cial promotions such a; valonu.e | 
Day, according to Mr. Gillette. The | 
Electro-Gram, he said, overcomes | 
most of the difficulties and| 
“chances for human error” present | 
in other monogramming devices, I1 | 
may be used on shirts, underwear | 
sheets, pillowcases and many othe: 
soft goods materials. 
Mr. Gillette pointed out that the 
monogramming of soft goods will 
virtually eliminate returns on this | 
merchandise. He expressed the 
hope that Van Heusen dealers will 
promote “free monogramming” in 
their ads. Initials will cost dealers. 
less than 2¢ apiece. 


Pharma-Cratt Buys Products 


Pharma-Craft Corp., New York, 
has acquired Surgeons-Lotion and 
Physicians’ & Surgeons’ Soap from 
their respective owners, Surgeons- 
Lotion Co., Tulsa, and Physicians 
Supply Co., Cincinnati. Harry B. 
Cohen Advertising, New York, will 
handle both acccunts for Pharma- 
Craft. 


OVER WBZ2+t}| 


Up Meet News Director ROD MACLEISH! He’s the galli- Meet LEO EGAN! New England’s number-one news- | 
vanting globe-trotter who literally covers the news man, according to Nielsen! Most often found on 
for WBZ+WBZA. He analyzes it. Reports it. With WBZ’s News Wagon, equipped with mobile phone 
clarity, color and completeness. Among his many and tape-recorder to scoop the news exactly where 
exclusives: Interviews with Adenauer, McCarthy, and when it happens. At the Charlestown prison 
many others! Articles and stories published in Satur- riot, for instance, Egan scored his usual ‘first!’ 
day Evening Post, American, Redbook, Family Monday-Saturday, 7:30-7:45, 8:00-8:05, 8:30-8:35, 
Circle. Monday-Friday, 12:05-12:15 P.M. 8:55-9:00 A.M. 


UP’ 


Meriden-Wallingford 
Connecticut 


Population Now 


71,400 


Gain of over 


27.2% 


Over 1950 U.S. Census 


More People to 
Buy More Goods 


TheMeridenRecord-Journal 
Meriden-Wallingford, Conn. 


National Representatives 
GILMAN, NICOLL & RUTHMAN 


* Conn. State Labor Dept. 


ne 


Now you know them. You know the men who make the news more than just , 
‘ire service copy over WBZ+WBZA. These Big 4 are reporters in fact. 
Their own eye-views, objective interpretations and presentations keep all of 
New England on its ear. Families by the hundreds of thousands follow the 
station that keeps them dramatically up-to-date. 

If you want to give your products a newsworthy pitch, do it dramatically 
on WBZ+WBZA. Talk to Bill Williamson, Sales Manager, at ALgonquin 4-5670. 


Or call Eldon Campbell, WBC National Sales Manager, MUrray Hill 7-0808, 
New York. 
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Georgia May Ban 
Loan Company Ads 
in Newspapers 


ATLANTA, Aug. 23—A total ban 
on newspaper advertising by small! in 
loan companies is threatened by| 


in. 


missioner. 

“I don’t look with favor on 
small loan ads of any kind,” Mr. 
Cravey declared, as newspaper and 


Redfern Hollins, president of named art director of Sykes Ad- 


“The club has always taken the) 
position that any product or serv- 
\ice which could be legally sold | 


Atlanta reported protests from Hollins asserted, “providing the 


several newspapers. Quimby Mel- a‘ 
Zack Ctavey, industrial loan com-| ton Jr., of Griffin, association pres- City, state or federal laws.” 


ident, said the organization’s board | 


of managers will take up the mat-| Sykes Names Hagerling 
ter this week. 


‘advertising did not violate any 


William E. Hagerling has been 


advertising executives objected to;the Atlanta Advertising Club, | vertising, Pittsburgh, Mr. Hager-| 
a new order limiting the size of wired Mr. Cravey requesting that ling has been an instructor of 
loan ads in newspapers to 16 sq. the ad regulation be reconsidered. advertising design at the Art Insti- 
“I am seriously considering 
banning small loan ads entirely,” 
the commissioner asserted. 

The Georgia Press Assn. office could be freely advertised,” Mr. 


tute of Pittsburgh and was for- 
merly associated with Pittsburgh 
art studios. 


‘Mirror’ Names Colman 

Jerry Colman, who has been 
handling department store and 
retail accounts, has been named 
associate manager of retail ad- 
vertising for the New York Sunday 
Mirror Magazine and comics. 


BEHIND THE BIG 


WBZA RADIO! 


Meet STREETER STUART! Veteran WBZ+ WBZA news- 
man famed for on-the-spot descriptions and dynamic 
interviews with people who maké the news. Typical 
breath-taking bulletins: Taped interview with com- 
mandant of an Alaskan air base when Russian 
MIG’s shot down an American patrol plane off 
Alaskan coast. Monday-Friday, 6-6:05 P.M., 7-7:05 


P.M., 11 to 11:15 P.M., and 11:55 to 12:00 P.M. 


WBZ+WBZA~_ Boston+Springfield 


Meet ARCH MACDONALD! Outstanding broadcaster 
recently cited for ‘personality, diction, adaptability, 
voice, and versatility,”” won the coveted Davis 
Memorial Announcer’s Award. Famous program 
pioneer and ad-lib reporter par excellence. Monday- 
Friday, from 9:25-9:30 A.M., 1:00-1:05 P.M., 2:00- 
2:05 P.M. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 


BOSTON—WBZ+WBZA 
PHILADELPHIA—KYW 
PITTSBURGH—KDKA 
FORT WAYNE—WOWO 


PORTLAND —-KEX 


TELEVISION 
BOSTON—WB8BZ-TV 


KPIX REPRESENTED BY THE KATZ AGENCY, INC 
ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS. INC 


PHILADELPHIA —-WPTZ 
PITTSBURGH -KDKA-TV 
SAN FRANCISCO KPIX 


Whirlpool Will 
Launch Record Ad 


| 
| 


Drive on Merger Day 


(Picture on Page 2) 
St. JosepuH, Micn., Aug. 25— 
Whirlpool Corp., scheduled in 
three weeks to become part of a 
new full-line appliance alliance 
(AA, Aug. 22), is losing no time 
in taking advantage of it. 
Beginning on the merger date, 
Sept. 12, Whirlpool will conduct 
what it calls “the most concen- 
trated and comprehensive adver- 
tising program in the history of the 
home laundry industry.” By the 
time the new RCA-Whirlpool line 
starts appearing early next year, 
Whirlpool will have spent better 
than $1,000,000 a month for four 
months, promoting its end of the 
new trade name. 
Consumer magazine advertising 
will start with a color spread in 
the Sept. 12 Life and will be fol- 
lowed by nine more b&w spreads 
and pages through the Nov. 28 is- 
sue. There will also be a b&w page 
in Look Oct. 4. 


e Color and b&w newspaper pages, 
spreads and 1,500-line ads are also 
scheduled in 86 markets for Sept. 
11, Sept. 18 and alternate Sundays 
through Nov. 13. Photographic 
demonstration will provide the 
punch in the print advertising, sup- 
ported by the slogan, “Talk to the 
Woman Who Uses a Whirlpool.” 
Whirlpool has already hit deal- 
ers with an eight-page color inser- 
tion in Electrical Dealer, Electrical 
Merchandising and Retailing Daily 
and will continue bombarding 
them with everything from pages 
to four-pages in those books plu? 
Domestic Engineering, Gas Appli- 
ance Merchandising, House & Home 
and NARDA News. 

Finally, there is Whirlpool’s de- 
but in network tv on Sept. 20 as 
a sponsor of the alternate-week 
Martha Raye and Milton Berle 
shows (NBC-TV). According to 
Elisha Gray, Whirlpool president, 
one of the factors behind the RCA- 
Sears, Roebuck-Whirlpool-Seeger 
Corp. merger arrangement was 
Whirlpool’s desire for a better ad- 
vertising position, especially in 
television. 

Kenyon & Eckhardt, Chicago, 
handles consumer advertising for 
Whirlpool; Netedu Advertising, St. 
Joseph, does the trade advertising. 
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GET THE FACTS ABOUT THE 
WORLD'S BIGGEST MARKET! 


> Read about the keys that — 
82,968 doors in the multi-bil- 
lion dollar construction market. 
Get the free, new ACP booklet, 
“The Key ...”, by writing: 

Gordon L. Anderson, Sec'y. 
ASSOCIATED CONSTRUCTION 
PUBLICATIONS 
1022 Lumber Exchange Bidg., Minneapolis 1, Minnesota 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


tones 


CONSTRUCTION MiD-WEST CONTRACTOR 
Roanoke, Virginia Kansas City, Missouri 
CONSTRUCTION BULLETIN MISSISSIPPI VALLEY 
Minneapolis, Minnesota CONTRACTOR 
: St. Louis, Missouri 
CONSTRUCTION DIGEST 
WEW ENGLAND CONSTRUCTION 
Indianapolis, Indiana Boston, Massachusetts 
CONSTRUCTIONEER 
South Orange, New Jersey yh 
consTRUCION news Denver, Colerade 
SOUTHWEST BUILDER 
Little Rock, t Comaneres 
Los Angeles, California 
DIXIE CONTRACTOR 
Atlanta, Georgia TEXAS CONTRACTOR 
Dallas, Texas 
& BUILDER WESTERN BUILDER 
Milwaukee, Wisconsin 
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Appoints Allin Associates _Mil-ko Products to McCracken 


World’s Business and Guia, New| Mil-ko Products Ltd., Hamilton, 
York, have appointed Allin Asso-|Ont., has appointed W. A. Mc- 
ciates, Toronto, to handle Canadian |Cracken Ltd. to handle its adver- 
advertising sales. Allin will also|tising program. The company 
represent the two international makes chocolate-flavored milk 
magazines in northern New York food beverage, baking powder and 
state. ‘fudge mixes. 


VBAVWO VE (AH CELE C-, 

31955 cokes i IN DAVENPORT, IOWA @ 

ELOLO® g) OKI AVWS 
ALCOA plans $10 million expansion $3 MILLION shopping center starts 


$20 MILLION additional expansion gENDIX AVIATION -expands plant 


planned by Alcoa 
FORD MOTOR CO. picks Daven- PLAN $500,000 downtown shops 


port as sales headquarters building 
SEARS ROEBUCK $3 million store IOWA'S HIGHEST! Bank clearings 
opens up 18.8%! 


7b gain... . DAVENPORT NEWSPAPERS ARE . . . FIRST in Quad- 
City circulation— in Quad-City advertising lineage — in advertising lineage 
in ALL IOWA! 


The MORNING DEMOCRAT — The Evening DAILY TIMES 


DAVENPORT NEWSPAPERS _ -. The Sunday DEMOCRAT & TIMES 


ay eee a) aes T 
Represented Notionally by Jenn & Kelley, Inc. : 


Business Paper Success Story... 


New York, Aug. 23—By means 
of a steady business paper cam- 
paign stressing the good will and 
service features of quality cloth 
table covers and napkins, the Sim- 
tex Mills division of Simmons Co., 
operating its table linen contract 
division, has been able to mark up 
/a consistent rise in volume of busi- 
/mess and acceptance of its theme- 
song. 

_ This, of course, is in spite of the 
increased use of plastic tables and 
table-tops in restaurants, and the 
greater use of paper napkins. 

_ Allen Henderson is sales mana- 
_ger of the division, whose head- 
| quarters are in New York; and the 
account is handled by Ellington & 
Co., with Miss Van Davis as ac- 
count executive. 


another reason why Jobbers Topics continues to 
way just as it has done for 34 years... ' 


“We consider Jobber Topics our 
top automotive wholesalers business 
magazine when it comes to telling the 
P & D story to automotive whole- 
saler’s executives and their sales repre- 
sentatives throughout the 

United States and Canada.” 


says: C. $. ROGERS, General Manager 
P &D Manufacturing Co., Inc. 

former president of the 

National Standard Parts Ass‘n. 


“In our opinion, and we have found this 4 | 
to be true for many years, the / 


; & 
messages we have to deliver atmaiiieal % 


could never have been given to/ ‘y 


Mr. Rogers further comments: 


these important customers and / 
prospects of ours as quickly, more 

economically had we not used 

this valuable trade magazine.” 


This kind of a sales record adds up to a 
“tremendous” market potential for your 
product, too. Start now to put your 
advertising messages where they will do the 
most effective selling job. Only JOBBER 
TOPICS offers 34 years of “know-how” 
selling experience specifically aimed and 
edited to help you sell the automotive 
jobber and his salesmen—for when you 
sell them, you’ve taken the most important 


Jobber lopics 


lead the 


4 


e 


single step toward selling the entire 
automotive trade. Ask your JOBBER 
TOPICS representive for full details. 


THE IRVING-CLOUD PUBLISHING COMPANY 
8th FLOOR, DAILY NEWS BLDG. 
CHICAGO 6, ILLINOIS 


Simtex Sells Restaurants, Hotels on 
‘Good Will’ Quality of Its Napery 


a The Simtex organization is by 
all odds the biggest source of sup- 
ply for high-quality table napery, 
no other domestic producer or any 
single importer having so large an 
output. This position of leadership 
has not only been built up over the 
years by the company’s continuous 
attention to quality, but by its in- 
sistence on the special value which 
good table-linen can add to insti- 
tutional-feeding service. 

One of the themes stressed in the 
copy is the way in which Simtex 
guards the quality of its napery by 
highly-technical testing and in- 
spection routines. By emphasizing 
the customer appeal of the table 
cloth and cloth napkin, and then 
proving by convincing pictures and 
explanatory copy how carefully 
high quality is assured in the fac- 
tory, the story is put across from 
every angle. 

The result has been a steady in- 
crease in the number of companies 
changing from paper or plastic to 
cloth for table service, 


@ Here is an example of the way 
the superior appeal of cloth to the 
patron is presented, with an ex- 
tremely attractive picture of a two- 
place setting at the top of the page 
to emphasize the point, and the 
suggestion “Let Simtex mark the 
spot where food and patron meet”: 

“Put yourself in a patron’s place, 
He’s heard about your roast beef, 
say, and decides to come try it. He 
sheds his hat and coat and takes a 
quick look around the dining room 
—which just cost you plenty for a 


ow = 


paint job. He doesn’t even glance 
toward the kitchen—where you’ve 
| got thousands invested! Mouth 
watering, he heads for the most 
|critical spot in the establishment: 
that few square inches of table top 


m\iwhere food and patron meet. 


| Where your investment pays off— 
or doesn’t. 
“Will he find the top of the table 
bare, moist, questionably clean? Or 
i lustrous, 


|save you thousands. A good back- 
|ground for good food—that’s good 
| business.” 


| Then the proof to the food-serv- 


|ice operator that the quality argu- 
iment is not just talk, but is some- 
thing which Simtex really goes to 
some trouble to maintain: 

“You can always trust Simtex 
quality. Close-up of the tablecloth 
industry’s most extensive quality 
control program, and how it pays 
off for you. 

“Can you imagine precision engi- 
neering methods being used in 
making tablecloths to previously 
unknown close tolerances? This is 
the dramatic meaning of Simtex 
uniform quality. It is not a phrase 
‘but a fact—manufactured into 
‘every yard of Simtex combed cot- 
ton napery—and safeguarded by 
the most painstaking quality con- 
trol program in the tablecloth in- 
dustry. Some of the steps in this 
unparalleled program are shown 
here [six views of inspection and 
testing from a film]. Others will 
be revealed in subsequent adver- 
tisements. They add up to these 
vital virtues: Lustre that lasts— 
texture that stays luxurious—a 
hand that remains fine and crisp 
through countless launderings and 
endless use. Cloth for cloth, Sim- 
tex outlives all other napery. Sim- 
tex predictable wear-life lets you 
budget your replacements in ad- 
vance: Simtex quality pays off in 
economy.” 


ws Since it is the idea of economy 
which leads the customer to the 
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use of paper napkins and doilies, 
faced as he is by steadily rising 
labor and other costs, it is a telling 
argument to point out that not only 
does the quality of Simtex napery 
appeal to the public, but that its 
quality also means long wear and 
therefore ultimate real economy. 

A similar situation in the rail- 
road field was commented on by 
Miss Davis to AA. 

“The railroads, whose dining-car 
service has always been kept up to 
the highest possible standards, with 
clean white tablecloths and nap- 
kins as a matter of course, has 
been experimenting with lunch- 
counters in somewhat crowded 
cars, and with paper doilies and 
napkins,” said Miss Davis. “While 
this may have helped in some re- 
spects, notably the first cost of 
napery versus that of paper, it has 
developed that due to the unavoid- 
ably large amount of spilling in 
railroad dining-cars and lunch- 
cars, table stains and cleaning are 
much more of a problem where 
paper is used than where cloth en- 
ables thorough mopping up. This 
and all of the related points which 
appeal to food-service operators in 
general are used effectively in our 
advertising to the railroads.” 


a Simtex advertising, being de- 
voted as it is to emphasizing the 
superior quality of its line over 
not only paper and uncovered plas- 
tic, but over competitors in the 
napery field, is strictly competi- 
tive, without stepping on any toes 
unfairly. 

Distribution is through the deal- 
ers who service the hotel, res- 
taurant and _ institutional fields 
and who also sell to the table-serv- 
ice supply concerns doing business 
with the market. 

The whole purpose of the adver- 
tising is to stress quality and cus- 
tomer appeal. Advertising to the 
dealers features the way in which 
this campaign helps the dealer 
“put cloths on your restaurant ta- 
bles.” The Simtex organization has 
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QUALITY—In ads like this, Simtex 

emphasizes to restaurants and ho- 

tels the effect the table top has on 
customers. 


found that the idea is continuing 
to get across very effectively. 
The business-paper list includes 


American Restaurant, Club Man- 
agement, Hotel Management, Hotel 
|Monthly, Hotel World Review, Lin- 
jen Supply News, Midwest Hotel 
| Reporter, Modern Hospital, Pacific 
Coast Record (with Western Res- 
taurant), Railway Age, Railway 
Purchases & Stores, Restaurant 
Management and Southern Hotel 
Journal. 


Sta-Nu Names Bozell & Jacobs 

Sta-Nu Corp., Chicago, has ap- 
pointed Bozell & Jacobs, Chicago, 
to handle its advertising and public 
relations. A promotional campaign 
to dry cleaners for the Sta-Nu dry 
cleaning process is being tied in 
with advertising in Life, Look, 
Vogue and other magazines. Lester 
L. Jacobs Inc., Chicago, formerly 
handled the account. 
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Advertising Age, August 29, 1955 


“wish you 
ere here’ 


the story of the magazine and travel 


We had a second honeymoon in Capri... 
wait’'ll you see the darling dress I got 
in Paris... yesterday I actually saw the 
Queen. I'd like to stay here forever. You 
can have Hackensack, I'll take Hawaii. 
This is romance. This is adventure. This 
is the paradise I dreamed about last 
winter when I read about it in my 
magazines... 
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The road to romance is a million pages long 


Yield to that yearning, beckons the magazine, 
lorelei of all media. Fly away to your castle 
on the Rhine. Hop a boat and drop your cares 
in the blue Mediterranean. Kiss the office 
good-bye from a balcony in Rio. Peel away 
the years in a mad evening in Montmartre. 

Lose yourself in this great wide wonderful 
world...in a foggy night in London, at a bull- 
fight in Mexico, among the silent hills of 
Galilee, the crumbling battlements of Carth- 
age...in Samoa or Somaliland, Bermuda or 
Baghdad, Rangoon or Reykjavik... 

Only the magazine can blend so enticingly 
the magic of beauty and distance, of present 
and past...and fire man’s inherent longing to 


see the other side of the mountain. Only the 
magazine imposes no shackles on the writer 
and his wizardry with words, the artist and 
his eloquence with paints and photography. 
And as a creative salesman, it alone can print 
the intriguingly colorful advertising that pays 
off so handsomely for the sellers. 

Sit back. Make yourself comfortable. Open 
it up, look and read. Leisurely. The world 
won't shout at you, flicker or fly by. Nor will 
it lose its lure in a sea of gray type faces, fight- 
ing the news of the day. For here in the maga- 
zine, you will first live your travels, place by 
place, page by page, as it quietly, compellingly 
whispers ... go, go, go! 
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heise 


The magazine 


moves millions... 
to get up and go! 


Last year Americans spent a few dollars 
shy of a billion in travel. This year — 
well, just pick up your phone and try 
to get yourself bookings. 

More people are going places today 
than ever before. More people are read- 
ing more magazines today than ever be- 
fore. More travel advertisers are spend- 
ing more money in magazines so far in 
1955 than any other year in their history. 
Could there be any relationship? 

It is our business to know because 
magazines are our business. Here in 
Louisville, in a modern-to-the-minute 
plant, on superb new high-speed presses, 
with immaculate craftsmanship, we 
print a million of America’s finest mag- 
azines every day. And we can always 
make room for one or two more. 


Fawcett-Dearin g 


PRINTING COMPANY, LOUISVILLE, KENTUCKY 


67 West 44th Street, New York 36, New York 
612 N. Michigan Avenue, Chicago 11, Illinois 
A MEMBER OF “THE FAWCETT FAMILY”... 
PRODUCING A MILLION MAGAZINES A DAY 


ACKNOWLEDGEMENT: Color illustrations by courtesy of American 
Airlines, Bermuda Trade Development Board, British Travel Ass’n., 
French National Railroads, Pan American Airways, Sabena Airlines, 
Trans World Airlines . . . their press divisions and advertising agencies. 
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Nystrom Mrs. Tolle York 
PERPETUAL AWARD—Mrs. Muriel Tolle, representing the Advertising 


Assn. of the West, presents Jeff 


York, sales executive for KFSD 


Radio, basic NBC affiliate in San Diego, with the Vancouver Ad- 

vertising and Sales Bureau Perpetual Award, at a meeting of the 

San Diego Advertising and Sales Club. Mr. York won the top honor 

for the best over-all job in all classifications of the 1955 radio adver- 

tising contest sponsored by AAW and the Southern California 

Broadcasters Assn. Clarence Nystrom, Motorola distributor, joins 
Mrs. Tolle in congratulating Mr. York. 


Reps Vote On How 
They Are Treated 


by Company, Agency 


Los ANGELES, Aug. 23—Byron 
Jackson Co., maker of pumps, oil 
tools and electronics equipment, 
is one company that is concerned 
how it and its agency, Ramsey, 
Brown & Co., rate with business 
publication representatives. 

The representatives were asked 
seven questions on how the com- 
pany and its agency rated in 
courtesy, availability, factual ap- 
praisal of publications and effec- 
tive use of publication services. 

An eighth question asked partic- 
ipants to choose the three Southern 
California industrial companies 
making the greatest improvement 
in their advertising and public re- 
lations during the past year. 

Ross Barrett, Jackson v.p. in 
charge of advertising and public| 
relations, sent questicnnaires to 64| 
representatives serving the South-| 
ern California and Pacific Coast 
region. 

A 57.8% return was received, 
despite the fact that a minority of 
the representatives asked were} 
“contract holding” representatives. 

Those who were questioned were 
allowed a check mark choice of 
(1) above average, (2) average or} 
(3) below average. No signature 
or other identification of respon- 
dent was requested. 


® The survey revealed that agency 
men rated much higher than com- 
pany officials, as far as being 
available to discuss important mat- 
ters was concerned. In the ques-| 
tion, “Do you feel that company | 
people are reasonably available | 
whenever you have something of | 
importance to discuss?” 26.7% of| 
the reps voted Jackson above aver- 
age, 56.7% average, and 16.6% be- 
low average, When asked the same 
question about people from the 
Ramsey, Brown agency, 53.1% 
rated the agency men above av- 
erage, 37.5% average, and 9.4% 
below average. 

A total of 44.8% of the reps said 


honest)" tries to place space on the 
basic facts rather than opinions, 
the same number of reps, 48.4%, 
voted above average and average. 
The remaining 3.2% said the com- 
pany was below average. 

Asked if the Jackson Co. used 
their publications intelligently for 
legitimate news stories, 43.7% of 
the reps voted above average, 
46.9% voted average, and 9.4% 
below average. 


® Twenty-two reps answered the 
Southern California industrial 
other question, “Which three 
companies have made the greatest 
improvement in their advertising 


and public relations during the past) 
year?” The Jackson Co. got ten 
mentions, six of which were num- | 
Co. 


ber one ratings. The second most 


=o 


|mentioned company had three list- 
ings, and only three other compa- 
nies received more than a single 


mention. 


nual basis. 


Barrett said. 


KPIX-TV Cutting Number 
of Delayed Programs 


have been seen elsewhere on a pre- 
vious day. 

Program Manager Bill Dempsey 
hopes to eliminate remaining de- 
layed programs by the end of the 
1955-56 season so that all CBS net- 
work shows on the station’s sched- 
ule will be seen live via direct 
microwave from New York and 
Hollywood or via hot kinescope 
from Hollywood. 


Named for Mantovani Tour 
National Theater and Concert 
Magazines, New York, has been 
appointed exclusive advertising 
representative for the deluxe sou- 
venir book to be sold on the 33- 
city American tour this fall of 
Mantovani and his symphony 
orchestra. The organization has al- 


so been named to handle the new 
opera magazine of the newly or- 
ganized Philadelphia Grand Opera 


they received above average treat- 
ment when they telephoned or 


visited the company ad depart-| 
average | 


ment, 51.7% reported 


treatment, and 3.5% below aver-| 


age. When the same reps contacted | 


the agency, 78.1% rated the treat-| 
18.8% | 
below average. | 


ment as above average, 
average, and 3.1% 

Asked if the Jackson Co. ap- 
praises publication fairly, and 


Mr. Barrett reported that most of 
the reps hailed the questionnaires 
as “a fresh approach to good press 
relations,” although some of the 
reps refused to answer because 
they were doubtful of its sincerity 
of purpose. In addition to provid- 
ing some immediate information to 
improve the effectiveness of com- 
pany and agency operations, Mr. 
Barrett stressed the value of this 
initial survey in establishing a 
progress yardstick for future sur- 
veys, possibly conducted on an an- 


“Now that our media associates 
are convinced we really mean it, 
they should be even more infor- 
mative on future queries,’ Mr. 


KPIX-TV, San Francisco, next 
fall will have only five program 
hours, out of a total 120 hours, de- 
layed from original network pre- 
sentation, as compared with last 
year’s 41% hours of delayed pro- 
gramming. This means KPIX will 
carry only nine network shows that 
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of all the people (15 years and older) living in 
New York City & suburbs, in family owned homes 


are News readers- 


Daily News readers aggregate 4,780,000, are majority 
buyers and prospects in the metropolitan market. See 
data on all New York City newspaper readers in 


Profile of the millions 


based on 10,349 personal interviews in New York City 
& suburbs, by W. R. Simmons & Associates Research, 
Inc. A summary is presented visually, by appointment 
only. Ask to see it. Call any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


t . 
Mens shirt buyers -48% 
of the men (15 years and older) living in New 
York City & suburbs who bought shirts last year 


are News readers- 


Daily News men readers total 2,490,000 . . . and buy 
most of the suits, slacks, socks, shoes, hats, sold here .. . 
have most of the cars, jobs, new homes. Now for the 
first time advertisers can learn about buying habits 

of all New York City newspaper readers in 


Profile of the milli 
e ions 
now being presented visually to advertisers and 


their agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Blended whiskey drinkers- 44 / 


of the adults in New York City & suburbs who 
served blended whiskey in the past month 


are News readers- 


Daily News readers total 4,780,000—are majority 
customers in greater New York for new automobiles, 
homes, stocks and bonds, groceries, cosmetics, 
apparel, cigars, and liquors. Now for the first 

time the advertiser can learn about the buying 
habits of all adults in the New York market in 


Profile of the millions 


a visual presentation of new data on all New York 
City newspapers. Ask any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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Department Store Sales. “es Supetngham a Se . $11 + 7 Minneapolis City .............. +3 + 2 LOS Angeles ........ccscsccccrecsee-e +1 7 

Jacksonville +3 +10; - 86 Paxt Cty © +1/ DowntownLosAngeles. 3 _ 4 

20 R 5% G e ‘Aided isbelitinceikos scledaaaed ee + a yom oi 2 Westside Los Angeles ...... -2 + 6 

A ds ES a _- eSUperior. ...............00 —1 +7 | 6 ‘ 

ug. ecor (*] aln over 1954 New Orleans ..._. eS r— 3 +10 Kansas City District ........ r+14 +4 ee ; ; : 

me SPORE THO e en wewees een nsenennene “> + : a Areas | San Francisco-Oakland 0 0 

titi c.<0<noreens 4- SS ol See $23 

WASHINGTON, Aug. 25—For the) AKFOR wwe $13 + 6 Clty | Pema gir be Samant eactaneas ae © 
week ending Aug. 20, department| Cincinnati nmr +2 i... eS] ME ee r421 | nwo... neo ae 
; : US hol VELA «......ceeeeeeeeeeeeseeeeseee +7 + 6/ Chicage District >. 4. 6] Si a ae ae oe , ee si 
store sales in the U.S. as a whole —_ +4 423] Metpopolitan Arca, | Sia fo ae 4B tt 6 
registered a gain of 6% Over SAleS| Toledo cecccscsiernennnnnnennen an a... «4 4) 2 is 710] ee oe i» 3S, 5 
for the similar week of 1954, the | Erbe ow —$ 417) Indianapolis oo. nS ee | oe (e  =: oae........... - 
Federal Reserve Board reports. Pn g ane +5} Detroit 0 + 8 +13! City CI ice Sc cntinns, is ) 

For the four weeks ending Aug.| Pittsb MibwAUKCE 0.0. —i +.3| enews Ciz .................. +14 —1/r-Revied. 

. | I ae +18 +13] ,. piiiidtnieteten ecole coh iia 
head of 1954 s District ................. +18 + 3) Dallas District ......0.............. | “Mata not available. 
20, sales were 7% ahead Me ’| Richmond District .................. +7 —2| Metgopolitan Areas Metropolitan Adeon +10 +8 
and for the year-to-date sales were! Metropolitan Areas Little Rock 415 19| Dal 
6% higher Washington me 9g] TBS ROCK aren + BE lnicsllisndadticdccsscieis +11 + 5 Kime Joins Miller, Mackay 
© higner. ee ee + u A ae +34 +3 EID ‘ninstieihnsiscutetionnsshoinst ing +15 ®0| John L. Ki aoe i 
| Beaute Washington .. r+ 7 + : +16 + 2) Fort Worth ......0 +8 +8) yy J R ry formerly with 
WA eae > Ck I ice emecione ~ ow J. Ryan 0 ! 
® In the 12 FRB districts, greatest} Richmond a8: 286 FE momen — ; : . | oy alg Fo) BR Hee is joined Miller toe igen hye : 
loss was recorded in Boston, where) Atlanta District .................... +10 +12 Metropolitan Are Bee BP . Saree .ndatiag ’ i 
as | San Francisco District ........ Hartung, Seattle ~ 
sales ran 13% behind 1954 for the Metropolitan Areas Minneapolis-St. Pau) ........ +2 +2 Metropolitan Areas eli, tee count poudbonas 02 Se 
week ending Aug. 20. Greatest gain . 
was reported by the Dallas district 
—17%. 

In the other districts, losses were 4 
shown in two communities—New 
York (1%) and Minneapolis (2%). 

All the rest had gains, as follows: | 
Philadelphia, 6%; Cleveland, 9%; | . 
Richmond, 8%; Chicago, 3%; St. | 
Louis, 6%; Kansas City, 9%, Atlan-_ 
ta, 14%, and San Francisco, 6%. | 
% Change from ‘54 i 
Week Ending > 
Federal Reserve Aug. Aug. 
District, Area and City 6 13 ° : ; 
UNITED STATES. ............0::.0+ + 5 + 3 } 
Boston District ....................... -— & — 3) } 
Metropolitan Areas t 
oN RT REEL CSO — 4 — 3| 
Downtown Boston ........... —4 — 7! 
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ED seni ussite cnlapsthstednoisesegs 0 + 3| 
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2 A ERE — | — 3] 
ete =m — 8) “ 
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99 
Poa. ... the perfect family entert t! | 

EE Sa —-s —4| 1 en er alnmen . * 

New York-N. E. New | . 

nee oe oe (The New York Times, August 16, 1947) — 
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SEE NOK:  Gavistnbeceatinnstinutivecns r— 4 — 9) 

RROCMOSOT 000.00... .0ccesssccrerscreorsese + 3 — 3) , 

I iin des ieasallictencynsanencetd — 9 0 { | 
Philadelphia District ............ =- I 0 | 

Metropolitan Areas 

IE | firitecersncscsnscsssceses +12 — 8 

IIE Wil scnssethgmabechevtonccaeiuees — 2 — 3 

EST seeder .r—2 —16 

Philadelphia ..............:.0--s00000: —-$ +3 

BNIIINUE - tesecnesescscessietiibicasielliioed +5 +1 

I bis hahaccedsbnenpedscounevasodse r—14 —14 

Wilkes-Barre—Hazelton .. + 5 — 3 
Cleveland District .................. r+10 +7 
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Department Store 
Sales Barometer 


Change From 1954 


Week Ended 8 +6% 
Aug. 20, 1955 


Jan. 1 to 

Aug. 20, 1955 | 9} +6% 
'YONNE SAYS:-— ] 
WE WILL TEST | 1 | 


With a simultaneous 10 week Grocery 
Store Inventory .. . write or call for details. 


Note: In the five years we have been mak- 
ing Grocery Store Inventories, we 
have checked many classifications 
- ++ your product may be included. 
Ask for reports of the surveys. 


“Bayonne cannot be sold from the outside’ 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
Nationally | BOGNER & MARTIN | 
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Sateway Sales Up; Net Dips 


Safeway Stores Inc., Oakland, 
Cal., in its semi-annual report for 


Ruth Lupton Mills Co. Bows 


Ruth Lupton Mills, director of 
advertising and promotion of Van- 


the 24-week period ended June) ity Fair Mills for the past nine 
18, 1955, reports sales of $887,210,-| years, has established Ruth Lupton 


738, an increase of 7.95% over the 
$821,863,404 reported for the same 


Mills Co. for advertising and pro- 
motion of women’s apparel and 


period of 1954. Consolidated net! cosmetics. Miss Mills will have of- 


income of the company for the pe- | fices at 277 Park Ave., New York, 
riod, after taxes, was $5,553,500, | after October. 
compared with $6,615,971 in the 


same '54 period. Chief reason for | WILLIAM H. ATCHESON 


the dip in net, the company reports, 
was because of an inventory loss 


Kansas City, Aug. 23—William 
H. Atcheson, 49, district manager 


resulting from unusually severe|at Tulsa for the Gulf Publishing 


drops in world coffee prices. Safe- 


way now operates 
stores in the USS. 
Canada. 


Co., was killed here Aug. 21 when 


1,868 retail| he was hit by the propeller of an 
and 143 in|airliner at the Kansas City mu- 


nicipal airport. The tragedy oc- 


curred when Mr. Atcheson ran 
toward a taxiing plane, which he 
apparently thought was the one he 
was to catch, and was struck by the 
plane’s propeller. He lived in Hous- 
ton until 10 years ago and had 
worked for the Gulf company for 


35 years. 


EDWIN C. BROWN 


OranceE, N.J., Aug. 23—Edwin 
C. Brown, 72, v.p. and director of 
the Packer Publishing Co., died 


here Aug. 17. Born 
Creek, Mich., Mr. 


Brown first 
worked for Armour & Co. He 


GILBERT REEDER 


HOMESTEAD, FLA., Aug. 23—Gil- 
_bert Totten Reeder, 89, who at one 
time was in the advertising busi- 
ness with his son, G. Allen Reeder, 
died at a nursing home here Aug. 
18. Prior to his entry into ad- 
vertising, Mr. Reeder had been the 
owner of several drug stores in 
New York. He retired to Florida 
in 1940. 


SIDNEY HOLLAENDER 

New York, Aug. 24—Sidney Hol- 
laender, 63, president and founder 
of the Ever Ready Label Corp., 


joined Packer, which publishes a died Aug. 22 at his home in New 
weekly newspaper for the produce Rochelle, N. Y. He founded his 


trade, in 1933. 


company in 1914 with a capital of 


The New York Times said it eight years ago, 


and it is just as true today in syndicated 


television as it was then of the motion picture 


version. On stage, in print, on the screen or 


on television... Life with Father is ‘‘perfect 


family entertainment.” And now, for the 


first time, it’s available to all stations for 


local or regional sponsorship, on a syndicated 


basis... through CBS Television Film Sales. 


Probably the best-known dramatic property 


of modern times, Father needs no pearly- 


worded description. A few capsule statistics 


tell its story. It was the longest-running play 


in Broadway history, grossing close to 
$10,000,000 in 3,224 performances. The movie 
grossed another $6,250,000. The book sold 
more than 2,000,000 copies. And Life with 


Father on the CBS Television Network played 


to an average of more than 8,000,000 people 


per broadcast during the past season !* 


Starring Leon Ames and Lurene Tuttle, Life 


with Father is a prestige-packed syndicated 


film series suitable for almost any time period 


and any sponsor...in fact, the perfect vehicle 


for selling the families in your sales areas. 


Get details from... 


CBS Television Film Sales, Inc. 


*4RB trewers per set appied to NTI homes, October 1954—June 1935. 


New York 
Chicago 

Los Angeles 
Detroit 

San Francisco 
Boston 

St. Louis 
Dallas 
Atlanta 

In Canada: 

S. W. Caldwell. 
Ltd., Toronto 
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'$250 and built it into a multi- 
million-dollar concern. He was one 
of the first label manufacturers to 
carry on a continuing campaign of 
direct mail advertising. 


HENRY NIAS 


New York, Aug. 23—Henry Nias, 
76, board chairman of Lily-Tulip 
Cup Corp., died yesterday in his 
apartment of a heart attack, Born 
here, he started his career as an 
office boy at $2 a week with the 
Elsas Paper Co., in Brooklyn. In 
1912, he formed the Public Service 
Cup Co., after developing a ma- 
chine to make paper drinking cups. 
The product became known as the 
Lily cup. 

In 1929, Mr. Nias merged his 
company with the Tulip Cup Co. 
to form the present corporation. 
The Tulip company had been 
headed by Simon Bergman, whose 
son, Walter J. Bergman, succeeded 
Mr. Nias as president of Lily-Tulip 
Cup Corp. in 1946, when Mr. Nias 
became board chairman. 


Salesense 
in 
Advertising 
381 chapters of 


| JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in 
Advertising Age, The National 
Newspaper of Marketing, is 
James D. Woolf's column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf dull. 
He always has something to 
say which is interesting. And 
he has a gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 
Money-back guarantee. At 
leading book stores, or send 
| coupon below. 


VY 


ee ee ee ee 


ADVERTISING AGE 

200 E. Illinois St. 

Chicago, Ill. 

Send mea COPY of SALESENSE IN 

ADVERTISI at $5.95, including 

tage. If I am not satisfied after 

days examination, I'll return the 

book and owe you nothing. 


Company 
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Oo $5.95 enclosed oO Bill me later 
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AUSTRIAN ADVERTISING 
AGENCY 


16, Wolizeile, Vienna 
Tel: R 295 50 
Telegrams: OEWERBEGE 
Incorporated Practitioners 
in Advertising 
Member of the International 
Cham of Commerce 


Jackson, Haerr Gets Wine 
Jackson, Haerr, Peterson & Hall, 
Peoria, Ill, has been named to 
handle advertising and sales pro- 
i;motion of Nauvoco wines for Gem 
City Vineland Co., Nauvoo, II. 


used. 


the same cost as 
still slides. 


$10.00 
FOR TEN 
SECONDS 


Now get move- 
ment on your TV 
slides for almost 


Send for sample 
reel and descrip- 
tive literature. 


1323S. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


Television and newspapers will be | 


agencies in order to survive was 
sounded here last week by Sidney 
R. Bernstein, editor of ADVERTISING 
Ace, at the annual meeting of the 
Affiliated Advertising Agencies 
Network. 

Mr. Bernstein warned represent- 
atives of 40 AAAN member agen- 
cies that in the future “the small 
and middle-sized agency will face 
an increasingly difficult fight for 
survival.” 


Noting that in the last 14 years 
total advertising has increased by 
| 280%—from $2 billion to almost 
$9 billion—Mr. Bernstein said that 
‘ate largest agencies, some 50 or 60 
out of more than 3,300, are bene- 
fitting most from the phenomenal 
advertising growth. “The evidence 


indicates that here is another field | 


oS. eee 2 


Small Agencies Should Cooperate and 


Join Forces in Survival Fight: Bernstein 


Mapison, Wis., Aug. 23—A call|in which the big get bigger,” he 
for close cooperation by small commented. 


a Clients tend to look favorably on 
the larger agencies because of the 
increasing complexity of the busi- 
ness, he continued. 

“Advertising started out as a 
business of writing copy. Then art 
was added. Then, one after an- 
other, came a bewildering succes- 
sion of specialties and services, all 
requiring experts. 

“The result has been an in- 
creasing concentration of advertis- 
ing business in the hands of the 
few agencies which can support a 
wide range of facilities.” 

The whole advertising business 
would suffer if the trend toward 
concentration continued, Mr. Bern- 
stein said. “Concentration of talent 
tends to mean sameness of talent, 
sameness of thinking, sameness of 


BETTER NOT TRUST your own memory too far. Things have changed 
in Cincinnati. Today, the CINCINNATI ENQUIRER leads the daily* field 
not only in Total Advertising Linage . . . and Total Circulation . . . 
but in City Zone Circulation as well! (Source: A. B. C. and Media 
Records, latest 6-months’ figures.) *There has never been a question, 


of course, about the Sunday Enquirer's leadership. 


SOLID CINCINNATI 


CINCINNATI ENQUIRER 


READS THE 


Represented by Moloney, Regan and Schmitt, Inc. 


Advertising Age, August 29, 1955 


outlook and a narrowing of mental 
horizons,” he said. 


a The speaker urged smaller agen- 
cies to establish cooperative net- 
works to survive, and pointed to 
the AAAN, largest such network of 
advertisers in the world, as a good 
example of what he meant, “If 
you aren’t big yourself, the best 
way to compete with fellows who 
are big is to join forces with oth- 
ers,” he commented. 

He made two suggestions for 
making networks more effective: 


e Agencies should centralize all 
possible non-creative functions of 
a clerical nature. Billing and 
checking for 40 agencies could be 
done by a single service unit. 


e Join forces to obtain the services 
of top flight research men, psy- 
chologists, merchandising geniuses 
and radio and television producers. 


# Dieterich Leonhard, director of 
market research for the Tidy 
House Products Co., Shenandoah, 
Ia., told the convention that ad- 
vertisers must make more use of 
the findings of sociologists, anthro- 
pologists and psychologists. Mar- 
ket research is concerned primarily 
with motivation, he said. 

“We try to find out if the con- 
sumer sees advertisements in the 
same light as our creative special- 
ists see them,” Mr. Leonhard said. 
“Advertising must not only attract 
attention; it must also motivate the 
audience to act. 

“The number of impressions we 
make does not rank higher than 
'the quality of the message. The 
advertiser must know the language 
of the consumer if he is to com- 
municate effectively.” 

Virgil A. Warren, of Virgil A. 
Warren Advertising, Spokane, told 
delegates that the network reached 
the high point of its 17 year his- 
tory in 1954-55. Billings by mem- 
ber agencies totaled more than 
$32,000,000, compared with $10,- 
000,000 in 1950-51. 


a Winners of a national advertis- 
ing materials competition were an- 
nounced at the AAAN banquet. 
Those receiving gold awards on 


behalf of clients were: 

Thomas L. Yates Advertising, Fort 
Worth, best consumer radio, trade catalog 
or catalog sheet, farm magazine adver- 
tisement and consumer publicity job en- 
tries. 

Mithoff Advertising, El Paso, best in- 
ternal house organ and trade publicity 
job entries. 

The Jaqua Co., Grand Rapids, Mich., 
best trade sales letter, consumer catalog, 
trade brochure, farm folder and external 
house organ entries. 


Emery Advertising Corp., Baltimore, 
best trade broadside entry. 
Jennings & Thompson, Phoenix, best 


annual report entry. 

Hixson & Jorgensen, Los Angeles, best 
consumer brochure, consumer outdoor 
(spectacular), agency promotion and con- 
sumer folder entries. 

R. T. Harris Advertising, Salt Lake 
City, best consumer television spots, con- 
sumer outdoor (poster), consumer multi- 
media campaign, and consumer newspa- 
per advertisement entries. 

Foltz-Wessinger, Lancaster, Pa., best 
consumer magazine advertisement, trade 
direct mail campaign, original artwork 
(lettering), original artwork (b&w), and 
farm newspaper advertisement entries. 

Hoefer, Dieterich & Brown, San Fran- 
cisco, best consumer point of purchase 
material. 

Virgin A. Warren Advertising, Spokane, 
best consumer bus or car card entry. 

Henry Quednau Inc., Tampa, best con- 
sumer direct mail campaign entry. 

John Mather Lupton Inc., New York, 
best trade magazine and trade paper, 
trade booklet and trade folder entries. 

Thomas C. Wilson Advertising, Reno, 
best consumer outdoor (painted bulletin) 
entry. 

Robert E. Jaqua, president of The 
Jaqua Co., Grand Rapids, Mich., 
was elected AAAN national chair- 
man for 1955-56. Next year’s 
meeting will be held in Reno. The 
host agency for this year’s confer- 
ence was Arthur Towell [nc., Mad- 
ison. 


Ritty Joins Chester Gore 
Mari-ruth Ritty, formerly fash- 
ion copy chief of Frank & Seder, 
Pittsburgh, has joined Chester 
Gore Advertising, New York, as a 


copywriter, 
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SALESMAN 


@ Calls on more Texas customers than any other 
newspaper. Annual Effective Buying Income 
of trading area, $3,195,668,000. 


@ Speaks the language of Texans. . . is invited 
into over 90% of all Fort Worth homes daily, 
and over 77% of all Fort Worth homes every 
Sunday. 


@ Is read by over 41% of all families in the 100 
county trading area every day, and by over 


36% of all families in the trading area on 
Sunday. 


CIRCULATION 
IN TEXAS! 


250,090 


DAILY Figures based on latest Sales Management 
eer estimates and ABC Audit report. 
232,344 

SUNDAY 


As filed with the Audit 
Bureau of circulations, sub- 
ject to Audit, for 6 months 
Sceceue ending March 31, 


LARGEST CIRCULATION IN TEXAS 
. .. without the use of schemes, premiums or contests—“Just a Good Newspaper” 
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This is DAVID L. RAND, Vice President, 
Grey Advertising Agency, Inc. 
New York City : 


oy merchandiser par excellence, Mr. Rand 
muses: 


“Toys may be child’s play, but keeping track 
of the toy turnover in our home is not. I've 
given up trying — but not buying. My boy 
and girl can’t resist smart toy merchandising 
—and my wife and | can’t resist our kids!" 


You, Mr. Rand, and 1,625,000 PARENTS’ 
families with over 3,250,000 acquisitive 
children exhibit the same happy 
vulnerability to toy-hungry youngsters. 
Meanwhile, advertisers enjoy 
pyramiding sales from PARENTS’ 
year-round, volume-buying toy market! 


rk | 


on | 


| On Sept. 1, at Wilmington, Del., 
| former college professor, who 


holds a doctorate in organic chem- | 


istry, takes over as advertising di- 
|rector of I. E. du Pont de Nemours 
| & Co. 

| He will administer an advertis- 
ing budget of $21,000,000 and su- 
-pervise the advertising policy of 
"one of the largest blue-chip cor- 
_porations in America. 

Wallace E. Gordon is a man with 
no illusions or preconceptions 
about his job. He claims he doesn’t 
know exactly why he was chosen 
| to succeed William A. Hart, an ad- 
'vertising man of broad experience, 
who retires Aug. 31 after 31 years 
‘as head of Du Pont’s advertising 
| department (see story and pictures 
on Page 57). 
| Born in Detroit in 1908, of par- 
‘ents who were both school teachers, 
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f ... when the sun 


GOES DOWN 
... reader interest 
GOES UP! 


Evening Newspapers Provide Advertisers 


With the Only Effective Means 
For Selling ALL the Cincinnati Market! 


CINCINNATI'S DOMINANT 
EVENING NEWSPAPER IS 


80% of all Cincinnati workers report for work before 8:30 A. M. ... thus 
placing a drastic restriction on the size of any daytime radio, television or 
morning newspaper audience. And the 1950 U. S. Census shows that more 
than 20% of all married women in this market are employed. 


THE CINCINNATI TIMES-STAR... 


... 1st in General, Automotive and Total Display Advertising 
... 1st in City Zone and Hamilton County Circulation 


Cincinnati's ABC City Zone and Metropolitan Area are practically synonymous. 98% of the 
Metropolitan Area population and 5 of every 6 Times-Star readers live in the City Zone. 


FLORIDA REPRESENTATIVE: HAL HERMAN, MIAMI! BEACH 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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You Ought Kh (4) Know ° Wellies Gordon 


| 
| 
| 
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Wallace Gordon 


Mr. Gordon enrolled at Detroit 
City College (now Wayne Univer- 
sity) at 15, was graduated at 19 
and became a high school teacher 
in Detroit that same year. In 1929 
he took his master’s degree at the 
University of Michigan and be- 
came a teaching assistant in chem- 
istry at Ann Arbor, Three years 
later he received his doctorate in 
organic chemistry and, simultan- 
eously, an offer of a job with 
Du Pont as a research chemist. 

“T grabbed it,” he said, “as the 
opportunity of a lifetime and have 
never regretted it.” 


ws After about four years of in- 
tensive laboratory work he was of- 
fered another opportunity with 
Du Pont, as a technical salesman in 
the company’s Grasselli chemicals 
department. At first, Mr. Gordon 
admits, he was a little skeptical 
about the job; he wasn’t sure that 
he wanted to become a salesman of 
agricultural chemicals. 

“Like most people with technical 
backgrounds, at that time,” he said, 
“TI didn’t have very much apprecia- 
tion of salesmen or their methods. 
But after an intensive technical 
course in selling and a broader 
and deeper understanding of mar- 
keting, and the complicated agri- 
cultural problems tied in with it, I 
found my new job more engrossing 
and challenging than anything I’d 
encountered in the laboratory.” 

That was 18 years ago, and Mr. 
Gordon has continued in sales ever 
since. In 1948 he became assistant 
director of sales of the Grasselli 
unit ahd as such has administered 
the division’s advertising budget. 
He has had a more or less final 
voice in how, when and where the 
division’s advertising was to ap- 
pear. 


a Mr. Gordon, however, disclaims 
any professional knowledge or 
skill in advertising. He regards it 
as a highly specialized marketing 
tool which specialists should han- 
dle. 

“I have an open mind with re- 
gard to advertising,” he told AA. 
“I am eager to listen and learn, I 
believe professional jobs should be 
handled by professionals. I am not 
a professional advertising man and 
don’t want to pose as such. But I 
have had a good deal of practical 
experience in sales and marketing, 
and it so happens that I also have 
something of a scientific turn of 
mind. 

“From what I have observed, I 
am confident there is a lot of room 
for more objective research in 
many aspects of advertising. I am 


|Now... 
Top Coverage & 
Chicago Negro 
‘|Market! s 
|Daddy-0 
| Midnight Radio 
Show > WGN chicago tribune Station 
441 WN. Michigan Chicago 11 SU 7-0100 


or call your lecal 
George P. Hellingbery Company Rep 
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quite confident that we need new: 
tools for evaluating the type and 
quantity of advertising to be done.” | 
a Mr. Gordon says that his wert! 
in advertising will be “something 
of an exploratory operation for 
quite a while.” He plans to “run a| 
few experimental tests to check up | 


putters around his garden when nei 
has to. He does a good deal of read- | 
ing, but it is largely of a technical | 
nature. 


ARB Network TV Ratings 
Week of Aug. 1-7, 1955 


All figures copyright by American Research Bureau 


PROGRAM POPULARITY 
Program 
$64,000 Question (Revlon, CBS) 


Rank 
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Blatz Saturates Knoxville with New-Product 
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names, all but one were one word, | 
with the average 4.9 letters. | 

An analysis of 181 other basic’ 
brand names of popular items in 
the consumer package goods field, 


39 


Television Push 


on things.” This doesn’t mean, , _ . Town eres g = uo RE | 
however, that there will he any ~ eae rag rte os (S. r Jo wa i, Pe ‘ ~! | New York, Aug. 24—Ideal Toy 
drastic changes in Du Pont’s ad-| 5 r 7” A te a i ciomiee aaet — = TE M PO ts tb o FQ Corr. has released further details 
| vertising, he said, but he “wants. , ae +E e vay * rs ar A aes PEED vas-sceesescecsecsstoascce 28.1 on its $375,000 fall television cam- 
to find out what the facts are and ; es ° — ae Be eee sides Giecevety 'paign which is claimed to be the 
( evaluate them in the light of : : apo es er, - : , icons mae ss coccs coscoasesoonstanbs irees BEER trom |largest single media advertising 
changing conditions.” | An ’ = . am eynolds, ~ ~ citing [= vitalg Bitterness | expenditure in toy industry his- 
That is one of the advantages of | 10 Wodneatey Wight Fights (Pehir rswing, Malin ED, ADC) Se |tory. 
i} | coming in from the outside, so to tas Wien These Geen Sak, MRP. Risin The program kicks en wie 
i speak, he pointed out. | ~~vomwinwreneee eee | Jack Barry’s “Winky Dink” pro- 
, 1 “You see problems from a dif- TOTAL VIEWERS REACHED & ?oO- |gram over the CBS-TV_ network 
4 ferent perspective and with no pre- Rank Program starting Sept. 11 (AA, June 37). 
| conceived notions. As a non-expert, 1 $64,000 Question (Revlon, CBS) ..cccccscssssssssssuessessesssiesssecsseesssnsuesneee TEMPO BEER |From late October until Christmas 
I oe able to ask experts to 2 Toast of the Town (Lincoln-Mercury Dealers, CBS) ............00.00.. 4 forsnes te So aeaben _ 
‘ make fresh evaluations of prob- 3 Two for the Money (P. Lorillard, CBS) ....:cccceccssessessessesesssessseesveven 26,400 eS depen = 
Wy lems which, if I were an po Bg I| 4 i've Got A Secret ie ee en eo eee 23,530 | KICK-OFFF AD—Full-page two-color | cities and using local children and 
i q might hesitate to ask.” | 5 Coheres (Cites Ci) ain esescctesecesecchinerhesesdceieea nem mttesncccesecensescesseoes po aahetndtay oe ads are part of Blats personalities. 
ah Outside of business, Mr. Gordon Disneyland (American Motors, American Dairy, Derby Foods, ABC) 22,850 heavy introductory campaign in In Cooperation with the Nation- 
{ insisted, he leads “a very quiet| 7 Best of Groucho (DeSoto-Plymouth, NBC) ........cssseseresersesssseneeeennes 22,640 Knoxville, al Broadcasting Co., Ideal will 
; life.” He claims to have no hobbies, 8 Breguet (Chestertiold, BBC)  q...ccscecocscsssstssccosscnssedosstesilinsbocs cece sesesessceseee 21,520 present the telecast of Macy’s an- 
although he plays a little golf and| ? What's My Line (Jules Montenier, Remington Rand, CBS) ................ 21,500| ble, were also analyzed, Mr. Ver- nual Thanksgiving Day parade, 
10 Robert Montgomery Presents (S. C. Johnson & Son, NBC) .............. 21,190 | best pointed out. Of 24 new product) Nov. 24. 


® The company will also partici- 
pate in the American Toy promo- 
tion which will sponsor tv pro- 
grams in 20 markets and has lined 


Hoopla to Kick Off New ‘No Bitterness’ Beer 


KNOXVILLE, Aug. 25—How do | card says “It’s here. .. Tempo beer. 


ai @ He lives with his family in a 


. as shown onsum up spot announcements or give- 
comfortable house in Bellevue by one consumer survey,|UP SP 


revealed that 128 of the names were| away prize demonstrations on oth- 


—, 


Manor, a suburb of Wilmington. you test market a new beer? By 


No bitterness because brewed from 


He was married in 1930, while| simply blanketing the market with | fresh hops, not dried hops.” 


still in graduate school. He has new-product hoopla. 
two sons, Roger B., 21, who was) 


When the beer is in a store or 


That, at least, is the case with tavern, a giant advertising board 


graduated from Lafayette College|Blatz Brewing Co., whose new utilizing Dayglo is available for 


and is about to enter the graduate! Tempo, the beer “without bitter- 


school of business administration| ness,” is causing considerable 
at the University of Michigan, and | commotion in this Tennessee 
Richard W., 18, who enters the! town. 


University of Michigan this fall. 
Currently Mr. Gordon is chair- 


man of the executive committee, 
Delaware chapter, American Can- 
cer Society, and he expects to con- 
tinue as an active member of the 
American Chemical Society, the 
American Assn. for the Advance- 
ment of Science and the Society of 
the Chemical Industry. 


About a year from now, Mr. 
Gordon told AA, “if you want to 
come down and see me again, I 
may be able to answer some of 
your questions about advertising 
more thoroughly, and I may have! 
a few new ideas worth talking 
about. But until then, at least, I’m | 
not going to commit myself on the. 
subject any further.” 


‘McCall's’ to Raise 
Guarantee and Rates; 


‘Coronet’ Hikes Rates 


New York, Aug. 25—McCall’s| 
will boost its cover price, guaran- 
tee and advertising rates early in 
1956. Coronet pages also will cost 
more next year. 

Cover price of McCall’s will go. 
from 25¢ to 35¢ in the “early 
spring.” In February, 1956, the 
guarantee will move from 4,400,000. 
to 4,500,000. At the same time rates 
will go up 7%. B&w pages will cost! 
$14,650 and four-color pages $19,- 
780. 

The rate increase, according to 
William B. Carr, advertising direc- 
tor, has not kept pace with the in-| 
creased cost of most commodities | 
as well as labor. 

For example, he said, McCall's” 


To kick off the initial Tempo 
drive here, Blatz spent many days 
virtually saturating local media 
with teaser and “advance news” 
items. Now it is going just as heav- 
ily into pointed product compari- 
sons between beers which use 
fresh hops (Tempo) and those 

Other tests also will be made be- 
fore Blatz decides on sales in 
the general market, but here’s 
the way they’ll go if the Knoxville 
example is followed: 


® Knoxville has two newspapers. 


Blatz opened the newspaper phase | 


display. In addition, a series of six 
smaller cards are put together in 
/accordion-fashion to form a long 
display. 


® Blatz President Frank C. Ver- 
best indicated that Blatz took pride 
in the brewery’s cutback on “ad- 
vertiseeze” in its copy for the new 
brew. The company wants to tell 
a straightforward story and illus- 
trates it with Stroboflash candid 
shots of just ordinary citizens 
tasting the new product. 
Packaging for the new beer was 
designed by Robert Sidney Dickens 
of Chicago. Gold containers and 
cartons and point of sale material 
were created and produced by E. 


of the campaign with column ads) 
placed through the Blatz agency, 


designed in news-ticker style and 
carrying the simple message that 
Tempo beer is coming. 

They ran daily for a week be- 
fore Tempo appeared on the mar- 
ket. When the beer was available, 
page and 1,000-line ads alternated 
in each paper. There’ll be two ads 
a week in each paper and one a 


week after four or five weeks. 


Eighty four radio teasers car- 


‘ried 20-second blasts that Tempo 


beer would be here in five more 
days, four more days and so on. 


F. Schmidt, Blatz sales promotion 
manager, advertising is being 


Norman, Craig & Kummel, New 


York. 


Blatz chose the name Tempo be- 


cause it sounds different than any 


The heavy radio schedule will) i pers 
continue. Six minute tv film shorts | 44ys following the initial contacts, 


a week are being used. 

Since the new product is brewed | 
from 1 2sh hops, rather than the| 
customa.'y dried hops, the theme’ 
of the tv commericals runs some- 
thing like this—this 


more enjoyment, too, 


drink the beer made from fresh 
hops, instead of dried hops. 


= The fresh hops and dried hops. 


angle is also being used in kits | 


is a fresh } 
egg, this is a dried egg, you’ll get 
when you! 


other beer, and because “it is a 
modern beer in tune with modern 
times,’’ Mr. Verbest declared. 

The choice also was preceded by 
name testing. 

As part of the test, consumers 
were shown four names and asked 
to make a choice. Tempo led, and 
then topped the other names on re- 
calls to the same persons on the 


Trade names of Procter & Gam- 


one word and 53 two words, with 
the five-letter names most fre- 
quent. 

A short name had to be used also 
because the whole word had to be 
shown on a third of the bottle or 


‘er network shows for two sets of 
toys known as the “Magic 17” and 
the “Fun Filled 15”. 

Toys named after television per- 
sonalities, of which Ideal has more 
than 25, are expected to be plugged 


by the personalities involved. 

For local dealers, Ideal has pre- 
pared a “tv timetable” promotion 
kit including point of sale aids. 
Dealers are being encouraged to 
buy spot announcements adjacent 
to Ideal’s shows and to back up the 
television promotion with local 
newspaper and radio advertising. 


can if the first and last letters were 
not to be lost in a display, Mr. Ver- 
best said. 


Robinson-Patman Act 
Criticized by Former 
FTC Economics Chief 


(Continued from Page 1) 
be paid to anyone who performs 
the service of the broker, he said 
large buyers who deal through 
their own purchasing organizations 
are deprived of savings which they 
should have. 


Turning to the pricing section of Calkins & Holden Named 
the act, he complained that, be- for Cancer Society Drive 
cause it outlaws excessive dis-| Calkins & Holden, New York, 
counts to low-cost buyers but al-|1.; been chosen as the volunteer 
lows relatively higher prices to a agency for the 1955-56 campaign of 
be nee im 8 high-cost buy nad the American Cancer Society. Paul 
“the act therefore fosters discrim-| cnith creative director of Calkins 


inations in its effort to prevent & Holden, will be in cherse of the 
other discriminations. Simultane- campaign. 


ously, it results in more rigid, 
more uniform, and higher prices KBLA Joins Broadcasters 
to the consumer than would pre-| KBLA, Burbank, has joined the 
vail in the absence of the act.” | eouthats California Broadcasters 
Assn. With the new member, the 
® Other witnesses, including Prof.| association now includes all 28 ra- 
Walter Adams of Michigan State dio stations in the Los Angeles 
College, defended the Robinson-| metropolitan area. Total member- 
Patman Act, declaring that it is|ship is 52 stations in nine South- 
essential in order to protect small! ern California counties. 


business. Prof. Adams was highly 
critical of recent FTC _ policy 
changes, and charged they were 
serving to undercut the effective- 
ness of Robinson-Patman enforce- 
ment. 


mn ay teteee 


“ rt 
» RU COLORS 


rate per page per thousand has not) which salesmen are using. The kits 3 
risen over 30% since 1946. He com- | contain flip cards with a sales mes- 
pared this with a printing press sage inside the cover. In the case 
bought by McCall Corp. in 1947 at are bottle and can containers for 
a cost of $426,000 and a similar|the new brew, a plastic box of 
press installed this year at $900,000 | dried hops, a fresh hop mounted in 
—an increase of over 100%. plastic and a miniature phonograph 
Meanwhile, Coronet announced that plays a sales message. 
it will increase its rates about 5% > When a sale is made, the sales- | 
with the March, 1956, issue. B&w man puts up a yellow window strip 
pages will move from $5,000 to $5,-| stating that “Tempo beer is com-| 
250, while four-color pages advance! ing.” On the counter, or backbar | = SENOR—Charles Merrill, display ae aed of &. 
from $7,300 to $7,700. The 2,650,000 | he places a small display that says, | 7" Sons Co., Washington, won grand prize and 
guarantee remains the same. on one side, “Coming; a new beer B. R. Bosler Jr., display director of A. Harris & Co., 
Coronet blamed “increased paper | free from bitterness.” Dallas, won second prize for these window displays 
and production costs, which caused} On the other side, for use when bringing together Puerto Rican rum and Lee hats 
industrywide increases in ad rates.”|the beer has been delivered, the|in “the most dramatic and effective way possible.” 


- 
om 2 


St a 


ed 


Mr. Merrill's display (left) featured an old man in 
straw hat and serape, and four summer straw hats 
atop four different Puerto Rican Rums. Mr. Bosler’s 
display had a donkey motif. They won an “all-ex- 
pense luxury trip” to Puerto Rico for themselves 
and their wives. 
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NBC Slates Burbank Building; new $1,500,000 office building for, 


National .Broadcasting Co. will 


begin construction this fall of a 


MODELS 
COAST TO COAST 


Convention 
Sales Meetings 
Fashion Shows 
Photography 
Motion Pictures 
Television 


PATRICIA STEVENS 
MODEL AGENCY 


22 W. Madison — State 2-9107 
CHICAGO 


its tv studios in Burbank, Cal.' 
Completion is planned for early) 
spring. The building will encom-| 
pass 60,000 square feet and con- 
sist of three floors and a basement. | 
During the past three years NBC) 
has spent $7,000,000 developing its | 
tv facilities in Burbank, which now 


include tw b&w studios, a color | 


; 


studio and a service building. 


Masonry Assn. Names Agency 


The National Concrete Masonry 
Assn., Chicago, has appointed 


ee te a 


account. 


Roche, Williams & Cleary, Chi- 
/cago, to handle its advertising. 
David W. Evans & Associates, Salt 
|Lake City, formerly handled the 


@ 'f Your Printer Doesn't Want ‘em, WE DO! 


(or we'll do it for him) 
IMPRINTING OR OVERPRINTING 


OF FOLDED AND BOUND JOBS 


sersen’s IMPRINTING, Inc, CHescpeake 3-2050 


CHICAGO 7 


17 N Loomis St. 


advertising. The company manu-| 


We 

GOLD COASTER—Frederick S. Arkhurst, assistant information officer 

of Gold Coast information services department in Africa, is shown 

with Sigurd S. Larmon, president of Young & Rubicam. Mr. Ark- 

hurst, an Eisenhower exchange fellow, is in U.S. to study mass com- 

munications techniques, a pursuit which took him to Y&R, among 
other places. 


Simpson Chemical to Meany | factures and distributes Protex-It, 
Simpson Chemical Co., El Monte, an invisible wallpaper coating 
Cal., has named Philip J. Meany| which makes wallpaper stain re- 
Co., Los Angeles, to handle its sistant, and Beauti-Wood, a line of 
interior natural wood finishes. 


uepuly lane 


No selling campaign in the 6 


SAN FRANCISCO, CALIFORNIA 


Affiliated with CBS Television Network 
Represented by the Katz Agency 


epee sas 


~~ S@hgers 


fives you more than 90% greater kid audience in Northern California 


For full 


far out 


details of this 5 to 6 p.m. 


Monday through Friday show that's 


in front in San Francisco and 


the great KPIX area, call Lou Simon 
at KPIX (PRospect 6-5100), 


or see your Katz man. 


n Francisco area iS complete without... 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


WBZ-WBZA ¢ WBZ-TV, Boston 
KYW « WPTZ, Philadelphia 

KDKA * KDKA-TV, Pittsburgh 
WOWD, Fort Wayne 

KEX, Portland 

Represented by Free & Peters, Inc. 


KPIX, San Francisco 
Represented by The Katz Agency 


yer 
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Coming 
Conventions 


* Indicates first listing in this column. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world convention, 
Ambassador Hotel, Atlantic City. 

Sept. 11-13. Advertising Federation of 
America, 7th District convention, Bir- 
mingham, Ala. 

Sept. 11-13. Pennsylvania Newspaper 
Publishers’ Assn., classified clinic, Ly- 
coming Hotel, Williamsport. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicrgo. 

Sept. 18-19. Midwest Newspaper Ad- 
vertising Executives Assn., 74th semi-an- 
nual meeting, President Hotel, Kansas 
City, Mo. 

Sept. 29-Oct. 1. Advertising Federation 
of America, 10th District convention, Bilt- 
more Hotel, Oklahoma City, Okla. 

Oct. 2-5. American Assn. of Advertising 
Agencies, Pacific region annual meeting, 
Hotel Del Coronado, San Diego. 

Oct. 3-5. Southern Newspaper Publishers 
Assn., 52nd annual convention, Arlington 
Hotel, Hot Springs, Ark. 

*Oct. 5-7. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, annual 
convention, Hotel Sheraton-Mount Royal, 
Montreal. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn., 3ist annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-8. Advertising Federation of 
America, 3rd District convention, Sedge- 
field Inn, Greensboro, N. C. 

Oct. 7-9. National Advertising Agency 
Network, eastern regional meeting, At- 
lantie City. 


Oct. 14-16. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs, 
Cleveland. 


Oct. 17-18. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn., 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4lst annual meeting, Drake Hotel, Chicago. 

Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference. Au- 
tomotive Bldg., Canadian National Exhibi- 
tion Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 

Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive workshop, Drake Hotel, 
Chicago. . 


Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th anual convention, Hotel 
Sherman, Chicago. 


New International 
Phone Book Will Be 


Issued in January 


New York, Aug. 23—The second 
edition of the world’s most unique 
classified telephone directory, In- 
ternational Telephone Directory, 
will be published in Paris in Jan- 
uary, 1956. The directory was 
founded in 1954 by Rene-Jean Mol- 
lard, director general of Mollard & 
Cie., Paris, largest seed and grain 
dealer in Europe. 

The directory, which will be 
published in English, French, Ger- 
man and Spanish, will list 400,000 
commercial companies, arranged 
under 700 categories and covering 
96 major nations. The directory 
gives mailing and cable addresses, 
information on time differences, 
currency exchange, postal rates 
and other items of interest. 

American representative for the 
ITD is Publishers Consultants Inc., 
10 E. 49th St., New York 17, N.Y. 

Pre-publication subscription 
price for the directory is $20 for 
the two volumes, shipping charges 
prepaid. After Nov. 1, subscriptions 
will be $25. Free volumes will be 
sent to advertisers. 


Tide Water Buys Grid Games 
Tide Water Associated Oil Co., 
San Francisco, has signed to spon- 
sor broadcasts of a 16 game sched- 
ule of western regional football 
on the ABC Western Radio net- 
work. The broadcasts will begin 
Sept. 16. Buchanan & Co., San 
‘Francisco, is the agency. 
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lication in August 1954. Not included in totals. 


TThree issues in July 1955; four issues in July 1954. tFive issues in July 1955; four issues in July 1954. §Started pub- 


Women’s 
gS Ae 21.4 32.5 202.4 259.5 9,181 13,943 86,830 111,326 
§Bride’s Magazine ........... 137.8 152.0 438.8 427.0 87,090 96,064 277,322 269,864 
Ee 34.1 39.0 265.4 290.1 14,629 16,731 113,857 124,453 
a Se er 44.8 54.6 456.6 480.7 19,219 23,423 195,881 206,220 
Good Housekeeping .......... 80.6 75.6 776.8 781.8 34,577 32,432 333,247 335,392 
Ladies’ Home Journal ........ 65.3 47.9 671.2 592.7 44,404 32,572 456,416 403,036 
McCall’s Magazine .......... 53.6 42.2 502.1 451.1 36,448 28,696 341,428 306,748 
Parents’ Magazine .......... 29.8 36.0 368.6 397.9 12,784 15,444 158,129 170,699 
EE Ate abdhbatie obi ccd 38.9 41.7 682.1 643.9 26,452 28,356 463,828 437,852 
|||*Western Family: 
Southwest Edition ........ 25.8 24.4 208.3 209.7 11,076 10,447 89,340 89,930 
Mountain Edition ....... 21.9 22.8 188.7 194.1 9,386 9,765 80,963 $3,357 
ZtNo. Calif. Edition ...... 24.7 24.9 202.5 210.7 10,610 10,678 86,882 90,373 
Northwest Edition ....... 24.2 24.9 203.3 209.1 10,386 10,695 87,228 89,698 
UI I nos a's ne 08 41.2 49.4 397.0 415.4 17,675 21,193 170,313 178,207 
Woman’s Home Companion .... 44.4 36.1 364.9 360.9 30,192 24,548 248,132 245.412 
*The Workbasket ............ 24.6 24.0 173.9 193.4 4,813 4,713 34,090 37,916 
Ns 54-4 ony aeae 642.3 655.4 5,508.1 5,504.1 348,540 348,562 2,968,813 2,917,055 


tSee note at end of linage tabulation. |||One issue in July 1955; two issues in July 1954. §Published in January, April, 


July, and October. #Not included in totals. 


General 
~ sd, — — 168.6 181.9 70,804 76,375 
*American Forests .......... 10.0 13.6 115.0 104.8 4,200 5,712 48,300 44,016 
American Legion ........... 13.4 17.9 122.9 136.5 5,628 7,518 51,618 57,330 
American Magazine .......... 13.3 17.5 162.6 172.7 5,586 7,350 68,292 72,534 
ER ck a e's aulb. ae 12.2 13.3 125.2 137.2 5,234 5,706 53,711 58,859 
IN ahs k's Ge spd 00 K60s 17.6 16.6 178.9 173.0 7,392 6,972 75,138 72,660 
Christian Herald ............ 19.3 14.3 225.5 224.7 8,280 6,135 96,740 96,396 
os gh ad an ese 5.9 3.1 71.8 28.7 2,474 2,097 30,135 19,526 
OEE En 18.0 17.0 173.0 176.0 3,276 3,094 31,486 32,032 
Ee 18.7 23.7 145.5 165.4 8,022 10,167 62,420 70,957 
*Eagle Magazine ............ 6.9 5.2 53.6 40.0 2,912 2,197 22,519 16,772 
SET oversees on'chast es 53.9 49.3 428.6 378.0 36,652 33,524 291,448 257,040 
SP ND -c4 0b eccken sas 9.7 6.2 83.8 80.8 4,161 2,660 35,950 34,663 
CE Coss ans wait no d8 ao 50.8 47.3 434.7 359.8 34,544 32,164 295,596 244,664 
NE, ba fs tos 0-00 #10 eae 8.5 7.6 76.1 75.1 5,328 4,781 47,798 46,967 
~ ere es 14.9 14.1 131.1 131.3 10,247 9,690 90,172 90,284 
OS. ape t™ 29.1 19.0 188.0 133.5 12,236 7,990 78,960 56,052 
ES ES ae 13.4 15.4 167.7 146.4 5,749 6,607 71,943 62,806 
ee ab acaeae _—— — 176.0 179.0 77.598 78,991 
Harper’s Magazine .......... 15.7 15.8 159.1 144.9 6,594 6,636 66,822 60,858 
SE pe 54.0 60.2 513.4 510.5 36,720 40,936 349,112 347,140 
*Improvement Era .......... 22.0 25.9 195.6 202.6 9,226 10,861 82,153 85,070 
te ah ad bade oc os -ae't — a 163.0 169.9 111,515 116,234 
*Motor Boating ............ 104.0 93.3 933.7 821.4 61,128 54,831 549,037 482,925 
National Geographic ........ 22.3 20.3 300.0 259.5 5,307 4,831 71,400 61,761 
. « ieee 21.7 19.1 161.3 171.3 14,724 13,013 109,651 116,540 
,.. .. Saree rere 12.7 11.5 148.1 129.7 5,468 4,942 63,524 55,622 
#'Reader’s Digest ........... 32.0 ae 128.0 ee 5,824 23,296 
Po eee — 6.0 60.6 57.4 2,562 25,986 24,656 
Redbook Magazine ........... 22.3 17.0 155.7 142.8 9,567 7,293 66,795 61,261 
PEND AGKs b lds eawae «. 3.3 4.0 77.8 52.8 1,386 1,659 32,696 23,176 
ess phos ken nkevs 00% 10.7 8.9 49.9 45.1 7,176 5,911 33,549 30,253 
Town & Country ............ 40.7 43.4 419.5 412.1 25,722 27,429 265,124 260,447 
SE 30.3 30.7 251.1 265.8 12,999 13,170 107,722 114,071 
WE cae ieds ev esaseedeenes 15.0 18.1 167.3 217.9 6,435 7,765 71,772 93,479 
Ps. as veep abectwees 75.5 79.4 782.7 692.3 44,394 46,687 460,227 407,071 
- ie” pees eel aaR 765.8 748.7 7,706.8 7,263.4 408,767 400,328 4,041,727 3,804,832 
tLarger page size (688 lines) in July 1954. §One issue in July 1955; two issues in July 1954. |||Published bi-monthly; 
figures shown- are for July-August issue. ‘Started accepting advertising in April 1955. *Not published in July 1955. {See 
note at end of linage tabulation. #Not included in totals. 
Home 
Rees TD inscds ceasce 41.3 39.7 465.7 469.0 26,102 25,090 294,322 296,408 
Better Homes & Gardens .... 78.1 80.0 928.8 917.7 49,359 50,560 587,002 579,986 
OR EE asic cmecones 32.0 41.0 439.7 457.0 13,440 17,220 184,660 191,940 
ee” ere 49.2 51.9 718.3 763.6 31,094 32,801 453,966 482,595 
Se Ge ED eek bs's des vee 27.5 39.4 505.0 527.3 17,380 24,901 319,160 333,254 
SE ire a ia SEES AS ns oe 31.5 32.8 310.3 320.7 13,514 14,071 133,119 137,580 
fF seer 26.3 24.5 471.6 427.2 16,622 15,484 298,051 269,990 
Sunset Magazine ........... “ 93.6 92.2 891.2 960.3 39,312 38,724 374,304 403,326 
WUE SET Gace otha sacse 3795 4015 4,7306 48428 206.823 218851 2,644,584 2,695,079 
Fashion 
SE EAE ee Deh note weeé 30.0 20.6 658.0 516.8 12,870 8,837 282,282 221,707 
| Fie NE S98 Sr 35.2 31.2 606.0 560.0 15,101 13,385 259,974 240,240 
og a re 36.2 35.9 566.4 558.1 22,878 22,689 357,965 352,719 
IEEE noc cacsenesee cs 26.4 21.8 600.9 508.5 11,326 9,352 257,786 218,147 
WON cacsccedssdactsscess 35.1 27.3 $11.9 817.3 22,183 17,254 513,121 516,534 
. i ere 162.9 136.8 3,243.2 2,960.7 84,358 71,517 =1,671,128 1,549,347 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ........ 25.4 20.4 184.7 204.0 10,897 8,752 79,236 87,516 
Modern Screen ..........- 23.1 28.9 182.1 196.1 9,910 12,398 78,121 84,127 
Sereen Stories .....cccccee 20.9 26.3 154.4 164.3 8,966 11,283 66,238 70,485 
Fawcett Women’s Group: 
Motion Picture & TV ..... 21.9 19.0 126.6 132.3 9,395 8,151 54,311 56,757 
True Confessions .......... 23.5 15.6 148.2 164.0 10,082 6,692 63,578 70,356 
*Hillman Women’s Group .... 13.3 14.9 105.4 93.3 5,691 6,385 45,227 40,018 
*Hillman Romance Group .... 11 2.1 14.5 25.4 467 909 6,236 10,905 
*Ideal Women’s Group: 
Intimate eaters aewscaea 14.3 11.7 132.1 115.1 6,116 5,019 56,653 49,378 
tS! SS ears 18.6 18.5 149.8 140.0 7,961 7,937 64,262 60,060 


July July Jan.-July  Jan.-July July July Jan.-July Jan.-July 

1955 1954 1955 1954 1955 1954 1955 1954 
Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper’s Weekly .......... 6.4 9.4 95.9 126.0 6,350 9,357 95,930 125,977 
+*Christian Advocate ........ 14.6 22.6 133.7 132.2 6,062 9,338 55,358 54,725 
og aS Ee es ee 70.6 66.5 584.5 599.3 48,008 45,220 397,460 407,524 
Cue a ee 74.7 67.1 548.5 511.1 32,046 28,786 235,307 219,262 
+Grit Fane geet Oe eat es dy cule 17.4 14.3 142.7 149.0 17,400 14,300 142,700 149,000 
rca acct weeGers bane siete 226.0 207.8 2,454.3 2,345.8 153,680 141,304 1,668,924 1,595,144 
SE a ae Pi 88.7 82.7 816.6 802.7 60,316 56,236 555,288 545,836 
ee 195.3 173.1 2,232.2 2,102.3 83,784 74,260 957,614 901,887 
SS ee ret 164.0 173.55 1,632.1 1,600.0 68,880 72,870 685,482 672,000 
*Presbyterian Life .......... 10.6 10.4 103.7 101.3 4,446 4,352 43,561 42,287 
— 9. Sa es 4.3 6.7 116.5 97.5 1,806 2,814 48,930 40,950 
Saturday Evening Post ....... 248.0 234.9 2,115.7 2,208.5 168,640 159,732 1,438,676 1,501,780 
Saturday Review ............ 48.6 36.1 469.6 457.9 20,412 15,162 197,232 192,318 
*Sporting News ............ 37.0 38.4 194.1 199.0 40,114 41,704 210,565 215,891 
H#§Sports Illustrated ........ 25.6 ae 404.5 a 10,982 173,531 
C+ cibwieseiwedevctcvwn 198.9 177.3 1,859.4 1,918.9 83,538 74,466 780,948 805,938 
og) A BNP eee ee 21.9 — 147.1 ee 3,823 25,742 
U.S. News & World Report .. 203.6 205.3 1,676.6 1,547.6 85,512 86,226 704,172 649,992 

Me ED, 34k awh navi 1,608.7 1,526.1 15,176.1 14,899.1 880,994 836,127 8,218,147 8,120,511 


| #t*Screenland 


Movie Stars Parade 
Personal Romances 
Te Se GS oc cS eack 
“Quality Romance Group 


eeeeee 


“Secrets Romance Group: 
Revealing Romances ....... 
ee eee 

§*Silver Screen ........... 

True Story Women's Group: 
FOE wawasa etn ceYs. 
TV-Radio Mirror 
True Experience .......... 
True Love Stories ........ 
True Romance 
True Story 


~ Total Pe 


Publications with an * report directly to ApvertisInc AGE 


Official Figures for July and Year-to-Date as Compiled by Publishers Information Bureau 


Advertising Pages and Linage in National Magazines 


40A 
, Pages ee Lie ————— 
July July Jan.-July Jan.-July July July Jan.-July Jan.-July 
1955 1954 1955 1954 1955 1954 1955 1954 
18.6 18.5 149.6 140.1 7,961 7,937 64,192 60,103 
14.0 11.8 130.9 115.7 6,009 5,062 56,139 49,635 
12.1 10.4 112.0 101.2 5,202 4,462 48,051 43,415 
6.0 6.0 42.0 42.0 2,268 2,268 15,876 15,876 
11.2 a 31.2 — 4,796 13,393 
11.0 13.0 105.1 110.7 4,717 5,596 45,070 47,552 
11.7 14.0 110.8 129.4 4,979 5,985 47,527 55,437 
11.6 oe 23.8 os 4,900 10,063 
35.4 36.7 262.1 263.9 15,187 15,744 112,441 113,213 
22.1 23.2 172.2 159.3 9,481 9,953 73,874 68,340 
22.6 24.0 180.5 171.0 9,695 10,296 77,435 73,359 
22.8 23.7 182.3 166.6 9,781 10,167 78,207 71,471 
22.5 24.1 179.5 167.0 9,653 10,339 77.006 71,643 
40.9 37.6 357.5 302.8 17,546 16,130 153,368 129,901 
401.8 400.4 3,182.3 3,104.2 171,964 171,465 1,363,048 1,329,547 


Not included in totals. {Published bi-monthly; figures shown are July-August issue. Started publication as a bi-monthly 
in March 1955. §Published bi-monthly; figures shown are for June-July issue. Started publication as a bi-monthly in April 


1955. 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 
group as a whole PLUS additional advertising carried by each individual publication. 


Magazine Linage Trend 


Figures in Thousands 


WEEKLIES 
1955 
sury [881 } 
JUNE| 1.192 | 
1954 


1955 


GENERAL 


JUNE | 580 


J 


1954 
suty Ea 


WOMEN’S 
1955 


JUNE 


1954 


wu EE 


Business 
ES oe 


Dun’s Review & Modern Industry 


*Financial World ........... 
PR. 5) dso niwe Se scche tna 
FON Cthanhbbecevawenada 
Nation’s Business .......... 


RS cin ak ov ic axeai 


Youth 


gS ee 
ft AS ae 
~  » ABR reer 
Scholastic Magazines ......... 
COeemaee ONS: isc eiiss .. cess 


~ Total Group Sibdadeieeaae 


Outdoor & Sports 


*American Rifleman ......... 
(RO are 
*Fur-Fish-Game ............ 
Ce CE aC ree é sccwc ccs 
eee 


Total Group .......... ioe 


Mechanics & Science 


Mechanix Illustrated ......... 
Popular Mechanics .. ....... 
*Popular Science ........... 
#tScience & Mechanics ..... 


Fee SE waccdawdcas es 


Detective & Fiction 


Dell Men’s Group ........... 
*Thrilling Fiction Group 


_ Sf (Sarr sree 


Farm 


+Better Farming ........... 
Gapeers FO 2 nce ccccccee 
| 
tFarm & Ranch—Southern 
ROTTEN. cc ewsccceccss 
tProgressive Farmer ........ 
Successful Farming ......... 


, 2 . Serre oeerei er 


BUSINESS 
1955 


sury[ 296_| 
sune[ 366 __| 


1954 


JULY 


FASHION 
1955 


sury[ 84 | 


1954 


JULY Bf 


+Formerly Country Gentleman. {See note at end of linage tabulation. 


Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) 


+American Weekly .......... 
+Family Weekly ..........-. 
a A es 
+This Week Magazine ....... 


Total Grewp ....ccccceeces 


+Five issues in July 1955; four issues in July 1954. 


Newspaper Sections (II) 
(All other newspaper sections and comics) 


+First 3 Markets Group 
+New York Mirror Magazine .. 


426.1 416.3 3,202.1 3,262.8 178,962 174,846 1,344,882 1,370,334 
58.7 59.1 493.8 600.9 24,654 24,822 207,396 252,378 
27.2 21.4 341.6 299.2 11,434 8,970 143,481 125,644 
31.4 28.7 374.6 318.1 13,188 12,054 157,332 133,602 
90.8 88.0 879.8 947.0 57,386 55,616 556.034 598,504 
24.7 35.2 258.1 295.7 10,596 15,101 110,725 126,855 
658.9 648.7 5,550.0 5,723.7 296,220 291,409 2519.850 2.607.317 
16.4 16.3 141.3 148.7 7,036 6,993 60,618 63,792 
20.3 17.7 168.9 158.6 13,804 12,036 114,852 107,848 
— 11.4 14.7 4,912 6,295 
— 183.7 204.1 77,154 85,722 
— 28.4 24.8 24,831 22,359 
36.7 34.0 533.7 550.9 20,840 19,029 282.367 286,016 
56.5 50.3 401.7 386.9 24,241 21,599 172,347 166,009 
45.8 44.4 476.2 469.7 19,648 19,048 204,290 201,501 
13.3 15.8 138.5 147.9 5,693 6,796 59,415 63,359 
49.0 47.1 502.5 477.5 21,021 20,206 215,573 204,848 
42.9 41.3 431.3 405.3 18,404 17,718 185,028 173,874 

207.55 1989 1,950.2 1,887.3 89,007. 85,367 836.653 809,591 
55.9 51.5 473.7 468.6 12,522 11,536 106,109 104,966 
103.1 97.0 964.1 1,009.1 23,094 21,728 215,958 226,038 
90.8 91.0 901.3 896.4 20,328 20,384 201,882 200,794 
87.0 82.2 293.6 300.6 19,488 18,413 65,766 67,334 
2498 2395 23391 2374.1 55,944 53,648 523,949 531,798 
Not included in totals. tPublished bi-monthly; figures shown are for June-Ju'y issue. 
10.8 10.6 98.1 92.2 4,633 4,547 42,085 39,554 
6.5 8.1 59.8 59.3 1,447 1,804 13,387 13,273 
Ts i. ae 151.5 6.080 6.351 55.472 52,827 
47.9 52.2 517.4 569.7 20.549 22,394 221.965 244,401 
38.2 34.4 399.3 388.9 16,388 14,758 171,300 166,838 
54.8 54.0 639.6 645.3 23,509 23,166 274,388 276,834 
26.2 21.3 285.3 284.3 11,240 9,138 122,394 121,965 
59.0 56.5 659.3 660.5 40,120 38,420 448,324 449,140 
47.7 43.2 614.3 604.5 21,465 19,440 276,435 272,025 
273.8 2616 3,115.2 3,153.2 133,271 127,316 1,514,806 1,531,203 
48.6 28.8 383.9 301.0 41,310 24,480 326,315 255.850 
20.6 8.9 152.4 51.3 17,510 7,565 129,540 43,605 
51.0 34.3 415.5 354.0 43,350 29,155 353,175 300,900 
71.3 54.2 541.3 496.9 60,605 46,070 460,105 422,365 
1915 ~ 1262 1,493.1 “1,203.2 ~ 162,775 107.270 1.269.135 1,022,720 
32.8 27.4 303.9 263.0 27,880 23,290 258,315 223,550 
28.8 19.2 256.6 264.8 28,224 18.816 251,468 259,504 
106.9 778 1,412.0 1,258.3 90,865 66,130 1,200,200 1,069,555 


tNew York Times Magazine .. 
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40B | Advertising Age, August 29, 1955 
O——— c Lines cr Pages ~ ¢ Lines . 
July July Jan.-July  Jan.-July July duly dan.-July Jan.-July | Juiy July Jan.-July  Jan.-July July July Jan.-July Jan.-July _ 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
t*Puck—The Comic Weekly .. 54 «8.3 56.8 GOL 10,364 15,803 108,137 114,430 | Foreign @ 
TT er oe 173.9 ~ 132.7 2,029.3 “1846.2 157,333 124039 “1818120 “1,667,039 Life International: wee 
+Five issues in July 1955; four issues in July 1954, | English Edition ........-.. 69.6 45.4 425.9 331.5 47,345 30,855 289,629 225,420 } 
Spanish Edition .......... 61.1 57.9 427.1 353.9 41,565 39,355 290,394 240,505 { 
| Newsweek-European .......... 48.7 34.0 304.0 232.9 20,440 14,280 127,666 97,790 age 
| Newsweek-Pacific: — 
All figures in the following groups were compiled by Advertising Age | Asian Edition ..........+- 56.2 528 372.0 3264 23,618 22,190 156,236 135,130 zs 
SS § eee 44.1 68.5 378.5 486.0 18,508 28,770 158,966 204,120 c 
‘ | Popular Mechanics: | 
Comics Magazines Mecanica Popular (Spanish) 216 191 1690 1645 4,837 4,270 37,855 36,841 
+American Comics Group .... 8.0 12.5 31.9 50.5 3,024 4,725 12,073 19,089 Mecanique Populaire (French) 21.5 18.5 203.0 184.2 4,816 4,144 45,483 41,244 | 
tArchie Comic Group ....... 9.8 8.8 27.6 27.1 3,686 3,308 10,414 10,207 | Reader's Digest: 
tHarvey Comics Group ...... 10.3 8.8 46.7 33.3 3,875 3,339 17,641 12,600 | Argentine .......sse0+++: 47.5 420 260.5 237.0 8,645 7,644 47,411 43,154 
National Comics Group: ns cctmabeaes ss 51.8 54.0 326.7 328.0 9,419 9,828 59,451 59,696 
(Total 2 Units) .......... 75 143 69.7 71.2 2,836 5,418 26,337 26,840 BOS csnckhdnus ches ® 48.0 28.0 303.0 237.0 8,736 5,096 55,146 43,134 
EM Gk 5S, cock ws 4.3 7.3 35.1 34.8 1,607 2,772 13,264 13'106 SS bak tah hs ss ca niles 805 735 5975 4635 14973 13,671 111,135 86,351 
cos See 3.3 7.0 34.6 36.4 1,229 2,646 13,073 13,734 SES: abate e weveinnies 70.0 69.0 511.5 485.0 12,740 12,558 93,093 88,360 h 
Quality Comic Group ........ 6.0 6.0 42.0 42.0 2,268 2,268 15,876 15,876 tn undOuedesscveges% 35.0 29.0 257.6 220.0 5,950 4,930 43,788 37,400 i 
Teles Grew «.... cscs 416 504 2179 £2241 «#«415,689 19,058 82,341 84,612 _ Finnish pauses 526g Pos a ane = = 2.308 ame yo 
: ' a — ——, a F ; — | French Pr . . i : . : ; , 
+Published bi-monthly; figures shown are for July-August issue. Not included in totals. fe  } ~~ eee 44.0 56.0 543.0 553.0 7700 9'800 95,025 96.775 
| French (Provincial ) i vee te 52.0 60.0 579.9 548.0 9,100 10,500 101,490 95,900 
Canadian National Weekend Newspapers (Rotogravure Linage) | — pow nl ae ro “e 4 = 1 as 20,650 21.008 
eeseeeee * . . ’ ’ , . , - 
tha Patrice ........s0eeeees 52.7 449 452.2 470.7 52,646 44,922 452,168 470,664 | German (Swiss) .......... 165 155 127.0 117.0 3,003 2,821 23,114 21,294 
Ah DOES iT ie es. <odaaies 53.6 53.4 431.9 425.4 53,618 53,399 431,881 425,318 eek ins bx AEROS 42.0 30.5 317.0 198.5 7,644 5,551 57,694 36,127 
A. Lee 59.9 68.0 587.0 607.1 56,933 64,569 557,620 576,793 RE ee hdsvieseeeRe aes 30.0 27.0 200.0 138.0 5,460 4,914 36,400 25,116 
Weekend Magazine .......... 535 682 6103 6265 52,204 66,469 595,047 611,134 adhd no 5 aaeed 53.5 49.0 4035 439.6 9,202 8,428 69,402 75,594 
2 Ree _ 219.7 234.5 2,081.4 2,129.7 215,401 229,359 2,036,716 2,083,909 pa EI aae 33.5 37.5 204.2 241.0 5,628 6,300 34,300 40,488 1 
tFive issues in July 1955; four issues in July 1954. Japanese Troop ........... 32.0 29.0 276.0 201.0 5,824 5,278 50,232 36,673 
GEN. 64s Uha We. vdica'ses 51.5 . 60.0 348.9 418.0 9,373 10,920 63,499 76,076 
Bo haa ete 23.8 18.5 123.3 143.0 4,323 3,367 22,432 26,026 
Canadian | IIIT reneecasssseuss 36.0 26.0 238.0 213.0 6,120 4,420 40,460 36,210 
Canadian Homes & Gardens .. 26.5 32.9 279.1 338.7 17,995 22,407 189,803 230,286 PEE Vika wins cvic.oepe 81.5 76.0 522.0 513.0 14,263 13,300 91,350 89,774 
GD coc civocvdcssouse 22.8 24.2 270.0 307.0 15,506 16,487 183,570 208,822 BO MPUEED keccses cece. 86.5 69.0 504.0 411.0 15,484 12,351 90,216 73,569 
a 24.2 19.9 207.0 186.4 10,357 8,542 88,819 79,969 Southern Hemisphere ...... 42.0 36.5 287.0 296.0 7,644 6,643 52,234 53,872 
NE Saieteuias cays eb bee 49.3 58.5 617.9 568.1 33,492 39,752 420,180 386,599 RN es 04 Gecc she ewd 32.5 24.5 326.0 276.5 6,045 4,557 60,636 51,429 
Re 25.9 27.6 244.7 276.2 17,617 18,763 166,378 187,825 | Time-Atlantic .............. 88.5 71.2 589.6 489.9 37,170 29,890 247,639 205,765 
Reader's Digest: Time-Latin-American ........ 89.7 86.4 659.4 626.4 37,660 36,295 276,948 263,095 
English Edition .......... 55.8 61.7 500.4 560.5 10,147 11,230 91,074 102,002 | Time-Pacific ................ 66.7 71.2 504.8 493.1 28,000 29,890 212,009 210,875 
French Edition ........... 62.3 66.3 539.2 576.6 11,330 12,058 98,142 SE 1 WEN Beebausaacese cccakass 68.8 43.5 410.7 266.7 28,810 18,270 172,492 112,000 Sky oe 
Revue Moderne ............. 14.1 15.5 160.0 173.6 9,611 10,557 108,805 BE: | We aewiwee cbs ccocopenes 52.0 38.0 317.3 269.6 21,840 15,960 133,252 113,260 
Revue Populaire ............ 162 86158 176.2 8179.50 «1277 11,034 = 124,731 125,541 | Total Group ........-..-- 1802.6 1,633.0 13,0069 11,8402 514137 457,801 3,624,706 ~ 3,247,138 | 
Samedi .........02202020e0s 22 224 243.7 248.2 18,049 15,705 170,618 = 173,756 | NOTE: All sectional advertising of Better Living, Elks Magazine, Everywoman’s, Family Circle, Town Journal, Woman's Day, ; 
TSaturday Night .......-.++. 42.0 50.3 426.5 469.9 17,644 21,148 179,128 260,429 | Farm Journal, Farm & Ranch—Southern Agriculturist and Progressive Farmer is reduced by application of a ratio figure to 
Time-Canadian .....-. +++ 132.6 1115 1,226.5 1,188.1 55,685 46,830 515,116 498,995 | each advertisement; this ratio is the circulation of the particular edition carrying the advertisement to the total circulation 
SNE. Ga kcwsccsbace 496.7 506.6 4,893.2 5,072.6 228,710 234513 “2,336,364 2,477,212 | of the magazine. For example, if a page advertisement appears in an edition representing 25% of the total circulation of 
{Two issues in July 1955; five issues in July 1954. Now published bi-monthly. the magazine, it is counted in the totals as .25 pages. t 
a 
Buyers’ Guide Names Rep Most Retailers Get ‘remaining 11.5% said they had rats up. To briny 18 products have ; 
Do-It-Yourself Buyers’ Guide, ceived more presents in recent/ een — ry the by Pees 3! 
Chicago, has appointed Jay Tuthill 1 i a. _ __,,, | nine types -of weed killers, four 
TERRITORIAL ENTERPRISE space pees sbpresentative. for the Yule Business Gifts, Do retailers like to receive gifts brush killers, four insecticides and | 
We Bis rm ‘New York City area. The publica- AR Survey Reveals from business associates? Of those! 8 crop desiccant for use in aiding 
ere : tion also has appointed A. L. Lipp- questioned, 45.6% said they thought| mechanical harvesting of crops. 
Larges! Weekly Paper Ip ‘man, who will headquarter in|  CHICAGo, Aug. 23—A large ma-|the practice should be encouraged,| This will be the first time Mon- 
The Entire American West § |pniiadelphia, representative for |Jority of retailers in nine U. S.|while 35.6% said the practice santo has sold herbicides and in- 
at GaBus ~ Seo Conant ‘New Jersey, Delaware, Maryland |Cities receive Christmas gifts from should be discouraged. The num-|secticides for farm use under its 
’ : their suppliers, and most of the| ber who were satisfied with pres- own label. 
and eastern Pennsylvania. - : a 
recipients said they favored the) ent conditions amounted to 17.7%, | 
practice, according to a survey | while only 1.1% said the subject Budgen Joins Lush as V.P. 
conducted by Advertising Re-| was “immaterial.” ; | Kenneth E.. Budgen, New York 
quirements. The publication re-| Wives of retailers didn’t rate|merchandising consultant, has 
ports on its third annual survey) very high in the poll, as only 5.8% | been appointed a v.p. of E. J. Lush 
in the September issue. (of the retailers said they preferred \Inc., New Haven agency. Mr. Bud- he 
The study was conducted in New; gifts for the “little lady,” while gen, who has been serving as con- 
York, Chicago, Washington, D.C.,| 11.4% wanted gifts for use in their | sultant to Berger, Block & Krown, 
Los Angeles, Detroit, Philadelphia, | stores. A follow-up story on what resident buying office and Bozell 
St. Louis, San Diego and Milwau-| kind of "4 oot one abet ri & Jacobs, also will be an account 
kee. | appear in the October issue o -|executive and will direct creative 
How to bring typesetting A total of 72% of the retailers | P | visualization for Lush. 
; ‘replying said they received gifts) Monsanto Appoints Gardner | 
costs within reach... from suppliers at Christmas, More) to Handle New Farm Chemicals 
than half (57%) of the retailers); Monsanto Chemical Co., St. Lou- 
reported that up to one-fourth of|is, has appointed Garaner Adver-| 
their suppliers gave business gifts, | tising Co., St. Louis, to handle ad-. B ERNARD P, 
while 17% said their suppliers did! vertising for its mew Monsanto 
&.. Photographic typesetting offers ‘not. The remaining 26% said that | farm chemicals, to be introduced GAL LAGH ER 
possibilities for producing composition of anywhere from one-third to all of early next year. Gardner already | Negotiator 
unexcelled quality at impressive savings. their suppliers maintained the handles Monsanto corporate, or-| 
I : , f 4 voi practice. ganic chemicals division, inorganic|] Purchases Consumer Magazines 
ae magine setting type from point to chemicals division and merchan-|] Sales Business Publications 
6 point on the keyboard of a machine w Is the practice of giving business dising division advertising. Mergers Advertising Agencies 
that will produce 480 photographic gifts decreasing, increasing, or is it) The new agricultural chemical ik 
type characters a minute. about the same? AR asked. Exact- products will be introduced in a|]| 147 W. 42nd St., New York 36 ‘ 
: ; ; ly 60% said they noticed no change 15-state midwestern area, starting LAck . 
: = awanna 4-1631 
eet a bore Rak ro iene 0 Pte in recent years; 28.5% felt the in 1956. Wholesale and retail dis- : 
oe SESS ROS TAtEer inh RENE are Seapey Lows practice was decreasing, and the tribution organization is now being 
up photographically, producing, without 


retouching, the sharpest, cleanest reproduction 
you have ever seen. 


You’ll be amazed at the beautiful 
results and pleased at the modest cost of | 
Warwick Fotosetter composition. 


sells in Dixie! ; 


wemerereig = Another case history from The Times-Picayune 
New Orleans States colorgravure magazine! 


The recent installation of our fifth 
Intertype Fotosetter machine is evidence of the 
growing popularity of this revolutionary new 
method of typesetting. 


hie aut lot Warwich*s taacst book, Robbins in New Orleans sold out 285 electric hair-clipper 
“Photographic Typesetting” be your introduction kits at $10.95 each—and could have sold more. From a single 
to this modern method of typesetting? spot color page in DIXIE. Sunday Robbins got 88 phone 
Just write .. orders. Monday and Tuesday—despite a downpour—sold 


104 in the store! 


284,582 .......SUNDAY [Osis Cimes-Picauune | 


inl 5) ae TN: NEW ORLEANS STATES 


A.B.C, Publisher's Statement Ist qtr. 1955 


WARWICK TYPOGRAPHERS inc. 


Dept. A-53 * 920 Washington Ave. « CEntral 1-9210 «+ St. Louis 1, Mo. 


Represented by Jann & Kelley, Inc. 
Warwick Serves Clients 
in 40 States, Canada, 
Mexico and Cuba. 


| 
| 
| 
a | 
fi 
$$ | 
re ron 
> = 
* 
 - 
+ 
» 
Se ee pe re 
t 
= a 
* 
t ' 
fs 
' . ; Nee) Op 
i y . oe > . " . A t . ® . “y 72 
, : ‘ ge ig Pe tr ek oe POR ee hig te ee ees fee oh Ss gee y Ne Be tek, Pek nt Fa te BED PI ee ER aed ret eae go tee e Wear ete RO Sw PRA Aa eT elie, 3907 ta ek Es bare Nie ee tet hs ee aes ee oy Reis ix ares 
2 es» Me ie i kt See one a atk en ee Prey i AGT Ree Due RY Jk, ESE ee ORS: ae el Re SL Ieee ee ee See Oe i PS ag A eee eC Re Oe + Sse IN wie ae Ene SPR Or ed, ero Se ie. aS I 
ES oe So Se Ge ON hn les a : : ae i I oF ae Oe Mk. EN Cie es aie eG ee ee “ + Se ae ae, = Yad Ne Sree aM ak cas RAG rp wpe ead a Rot PRL ie ail, Seen Wyatong Aafia See aT Ce nee p gs ES RE ae BIS? ins aes ay cage te Seed > Se rire SE see ee io ae See oe 
Pyaar Bice ae eR gill Lay’ ty ORE git HOS oc TA eee + es ei me i oe Bt NS hy Oe i eA BE A yr het eS A sie a 4g ee Cee ey Po Ae fen oh Gelavg Wan pie (Se Nien Brat a eg rf © ee aa eee ON hays AGE ea eng ay ones Sec Ma emma Re SIT 
{SE a Ss MR SEE IS s SORES GS gn oh year Br Sie a ON RAS a ABR SLT RW. be Sea ER ai Merce a ee TAN GANT he 
CO ae ESS ts oe ett ae Bee Meaty Pa a ee mga oa, STROM on yt cal are En. BRC AMR y eeline Cw art Lit Ce oe RR eR LY AED ERY Aree anne edie on Saons mam etter et: ir Serene 
oe Oey Baber a a Sn ee ola SE Ney | SE a ee Oey aes Pg me i iF PPE ee 4 Saree eb hae hades ge i ea Feces NE Ng BOIL a pe Pan pte AE iG nee Se Ry BR I eS Re gmk ge Coe se Bit ke Sh LEE Meee Ag wl EUR OES See Ser SoS 
wae Met x Ci. SE CPE OLS OE EL Or rT Sa | SES eR” Sree Se nS Ft pen 2 ih Say? ee 9 SE vey CE ieee Ne! eR MAL Le tel ASE Rel a ie ne SEE ky RIB ee ny, bd otra” oe em nee bby 5 5dk ea Roe Se eh see Bp aie Via ae MU Fie ee ee ms i che ilar eh RS Bl oN allt et ie ae OH py 
Tet ees TF ve ee eee we BS hem Ny ee oh Man ie es SWS nae ade cotta, lier peta. tok mt Bear eae aa eh ee ELS tage ap areata t pea, Sale) aD gk Cre CPS TAR 8 aa onl Bee seis ae Ss hate ey OE BE ae eed al en) ee as oe "ith sh i in 


RRS Rin tae! aS 
ity 


ti ' et > oe 
teem ———EE—— 
= 


~~. 4 


—s 


—— 


So egene 


Advertising Age, August 29, 1955 


Baker Gets Attention 
With Bread Displays 
In Non-Food Stores 


SPRINGFIELD, MaAss., Aug. 23— 
Local citizens received a shock re- 
cently when the display windows 
of hardware stores, jewelry stores 
and applicance stores began to dis- 
play bread in their windows. 

They were being treated to a bit 
of psychology by Radio Station 
WTXL and Hathaway Bakeries 
Inc., which has headquarters in 
Boston. 

According to the baker and the 
radio station, bread has a lot better 
chance to be noticed in the midst 
of adzes, brooches and tv sets than 
in the midst of other loaves of 
bread. 

The unusual promotion was 
Hathaway’s way of dealing with 
competition from 20 brands in the 
Springfield market. Both Hatha- 
way and its agency, Bresnick Co., 
calculated that the present market 
technique of displaying all brands 
together at the point of sale in the 
stores didn’t give much chance for 
preferential point of display. 


® Advertising support in Spring- 
field is built around a saturation 
schedule of radio spot announce- 
ments. WTXL gladly agreed to 
Bresnick’s suggestion to establish 
displays of Hathaway “Life” bread 
in store windows in high traffic 
areas. 

The one stipulation was that no 
stores selling food preducts be used. 
To aid WTXL’s merchandising 
staff in the intial selling of the idea 
to various Springfield merchants, 
Bresnick made up dummy displays. 

According to H. D. Cameron, 
commercial manager of WTXL, 
the initial agreement with a retail 
store was the most difficult to ob- 
tain. 


® Each store cooperating in the 
premotion was given a free pro- 
motion spot over WTXL once a 
week for each week they main- 
tained the display. 

One hundred display pieces, plus 
a display loaf of “Life” bread, 
were furnished to the _ station’s 
merchandising group. In less than 
one week’s time from the initial 
effort all displays were placed. 
Each display carried the station’s 
call letters. 

According to Hathaway Bakeries 
it succeeded in its primary objec- 
tive of obtaining highly effective 
display space for its product, com- 
pletely withdrawn from competi- 
tion of competitive brands. Also, 
consumer effect was quickly re- 
flected at the retail level, it re- 
ported. 

Springwall Associates 
Names Campbell-Mithun 

Springwall Associates, manufac- 
turers of mattresses marketed na- 
tionally under the Springwall 
brand name, have appointed Camp- 
bell-Mithun, Minneapolis, Chicago 
and Hollywood, to handle national 
advertising, effective Jan. 1, 1956. 
The four members of the Spring- 
wall group are Eclipse Sleep Prod- 
ucts Inc., New York (Eclipse 
Springwall) ; Haggard & Marcusson 
Co., Chicago (Tiger Springwall); 
Southern Spring Bed Co., Atlanta 
(Southern Cross Springwall), and 
U.S. Bedding Co., St. Paul (King 
Koil Springwall). 

Campbell-Mithun also will han- 
dle local advertising for U.S. Bed- 
ding Co.; the other three will con- 
tinue to place their own local 
advertising. E. T. Howard Co., New 
York, currently handles the group’s 
account. 


G. M. Basford Adds One 
G. M. Basford Co., Cleveland, 
has been named to succeed Mor- 


gan Advertising Co., Mansfield, O., | 


as agency for Perfection Steel Body 
Co., Galion, O., maker of construc- 
tion equipment. 


ISOLATED—Hathaway’s Life bread looks contented all by itself in a 
tv and appliance store’s display window. 


a. 


| Business Education Films 
Releases Rental Catalog 
| A catalog listing more than 190) 
titles of rental films for use in/ 
business education will be avail- 
/able free of charge from Business | 
‘Education Films, Film Center 


‘advertising. The 
open a campaign for Yearlon, new 
floor finish, with tv and radio in 
several test markets, to be fol- 
lowed by newspaper and trade 
publication advertising. 
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company will 


'Bidg., 630 Ninth Ave., New York, Zachary & Liss Named 


‘on or after Sept. 1. 


Zachary & Liss, New York, has 


| The catalog includes 28 catego-| been appointed to handle public 
ries of films, among them account-| relations for Sales Teleclinics, a 


‘ing, advertising, business arithme-| Company which 
consumer) Meetings and forums over closed 


education, home economics, indus-| circuit tv. 


‘tic, communication, 


‘trial management, parliamentary | 
law, public relations, public speak- 
ing, retailing, salesmanship and) 
transportation. 


Fiore & Fiore Adds One 


Custom Paint & Chemical Co., 


ore & Fiore Advertising, Jersey 
City, to handle consumer and trade 


Pennsauken, N. J., has named Fi- | 


| 


' 


conducts sales 


( CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available ; 
@ Each program a complete story £\, 
®@ Allows for 3 commercials 
@ Big cast with Glenn Langan 


Charles Michelson, inc. i 
45 WEST 45th ST., NEW YORK 36 ‘: 


BATON ROUG 


Channel 


® $899,481,000.00 


TARGETS corincrowes martes 


) 
E, LOUISIANA 


? 


The only TV station completely covering the rich heartland of 


Louisiana. New payrolls —new wealth are generated in Louisiana by 
OIL, GAS, SULPHUR, SALT, LUMBER, INDUSTRY, AGRICULTURE 


i 


nme 


OPELOUSAS 


PLAQUEMINE 


LAFAYETTE 


DONALDSONVILLE 


NEW IBERIA 


MARKET DATA PREDICTED SERVICE 
AREA* WBRZ, Channel 2 
svene-nneneeneee.$60,000 

164,650 
$899,481,000 
....$580,937,000 
.. $129,460,000 

$122,571,000 
.$ 16,371,000 


PO cad 
FTV sets in area 
Effective Buying Power... 
fk RET Tie eee 
8 ptletlitiaalt = 
Automotive Sales - 


Drug Sales 


SOURCE: Sales Management's Survey of Buying Power, 
- 1954 


*Class “B”’ tTelevision Magazine 


HAMMOND 


MORGAN CITY 


NBC-ABC 
POWER: 


100,000 watts 


MORE TOWER: 
1001 ft. G6 inches 


Largest TV Antenna 
im the United States 
12 Bays—Channel 2 
Represented by Hollingbery 


RETAIL SALES: $580,937,000.00 
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many other advertisers who did Agency “and, when they have read ee 
‘not include disclaimers as to the it, send it to their Congressmen.” 


‘Allege’ Omitted in Report 
of Account Switch Suit 
To the Editor: The news story 
on the front page of your Aug. 8 
issue concerning the New York) 
State supreme court’s denial of 
George “9 Kahn’s motion for an account from the Kahn agency to 
injunction in the matter of Kahn| “*- 
vs. Brown et al, contains a state-| I do feel, however, that your 
ment somewhat at variance with| mews story of Aug. 8 did not clear- 
the facts. - ly indicate that the injunctive re- 
The story includes a reference lief requested by Mr. Kahn was 
to “a temporary injunction re-| based on allegation—and not on 
3 fact. It has been demonstrated to 
| the satisfaction of the court that 
in fact “Brown was not concerned 


| straining a former account execu- 
tive from switching an account to 
another agency.” 

I of course am not denying that 
Mr. Kahn alleges that Jerry Brown 
switched the Gordon-Corpuel Inc. 


New ENGLAND HOME 


QUIPMENT JJEALER 


NEW ENGLAND, N. Y. & N. J. 
Regional Trade het 4 
PLUMB. & HEATING—LP-6 & APPL. 
AIR CONDITIONING & REFRIGERATION 
Needham 92, Mass. « Est. 1947 


| judicial decision.) 

| I feel that your story—through 
| omission of the operative word “al- 
|\lege’”—gives the impression that 
Brown did in fact switch the ac- 
count; and I am concerned that 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


in the transfer.” (I quote from the) 


members of the advertising fra- 
ternity, as a result of reading the 
| Story, may infer that the court 
condoned such an act... 
MERVIN LEVINE, 
President, Mervin & Jesse Le- 
vine Inc., New York. 


| + ~ ° 
It's a Question 

To the Editor: An advertiser in 
the New York Times of July 24 
‘says he needs an active party who 
can invest in a Florida corporation. 
|The part of the advertisement 
|which may startle some staid read- 
ers of the Times is a statement 
reading, “Sex not essential.” 

Yes, I am quoting out of context, 
which is never fair—but here is 
the advertisement so you can see 
for yourself. 

What should we think about the 


i *\ 


Wilson ever make an effort to con- 
tact me for my side of the story. 
Your anonymous correspondent, 


|vertising background as qualify- 
\ing him to discuss the USIA from 
“the professional point of view.” 


Barton has had an even more ex- 
tensive advertising background 
than has Mr. Wilson. Mr. Barton, 
a former member of Congress, is 
a journalist as well. 

In his column of May 16, 1955, 
Mr. Barton graciously recommend- 
ed that his readers buy my book 
exposing the U.S. Information 


moreover, cites Mr. Wilson’s ad- | 


I trust that even your mystery | 
correspondent will grant that Bruce 


| 


OFFSET &'\) 
PRINTING! 


Call 


 fitho-print Co. 
Quality «+ Service 


710 So. Federal St. Chicago 5, I! 
Phone WAbash 2-1430 


essentiality of s-x? Mr. Barton told of a trip a busi- a ’ 
Bos WHEELER, ness friend of his took all over = 
/ Port Washington, N.Y. Europe, at the invitation of the — 
| State Department. When he re- - 
| ° - ° turned home, Mr. Barton asked - 
. .. And Hope for the Best oe a is the : 
ih ner poe os ety — “Bruce,” the friend replied, “I’m 2 
pee, . 5. Pag tay gt A Pm Be . } ashamed to say I never even heard : 
ie Ghidsing Powder... pre- it mentioned by any of the ‘brass. : 
| pai d. > ee thought of asking 
/ Gorpon L. BARNHART, é | 
Assistant Advertising Mana- Scum “a rong | | 
ger, Thilmany Pulp & Paper on See | 
Co., Kaukauna, Wis. e e e | 
Mr. Barnhart is too subtle. Bar- | 
bara was shown in AA attired in| Speculative Lather Confusing * 
a “hay-fever” dress, composed en- To the Editor: Your story about 
tirely of tissue. Every time she|the Minneapolis appliance stores 
sneezes, she plucks a tissue from| Which failed to profit by a widely- a i 
the dress. advertised promotion using urani- | 
um stock as a giveaway with tv | 
e e e sets and other household appliances ; | 
may help to put a stop to this : 
Castle Quotes Barton common practice (AA, Aug. 8). | 
on USIA Problem We hope so. 
To the Editor: Your Aug. 8 issue| Pandering to the something-for- 
published an unsigned letter criti- nothing instinct, vendors of nearly 
cizing me for having dubbed|¢verything have used uranium 
Congressman Bob Wilson, of Cali- stocks in the hope of cashing in on 
fornia, a “press agent.” The im- the new uranium mining industry. 
plication is there is something|This type of promotion helped to a 
dishonorable about being a “press| Kill the boom in penny uranium . 
agent.” I don’t believe there is. stocks, but hasn’t hurt the real f 
Mr. Wilson certainly has been| Uranium mining industry. 
acting as a “press agent” for the Business men should not confuse 
the branch of the mining business | 
, concerned with exploration and = 
{The Aug. 8 letter to which Mr. : ; : , 
production of uranium ore with the 
Castle refers was not anonymous : , ; 5 
or mysterious. Through a mishap pes it art aecnie Fe Pd a 
in the print shop, the signature u"-|neath that froth and developing “il 
ortunately was dropped. e mis- ny ja 
we was Te emered tn time to get ee ato & bio large and prof- i : 
is ees mame into gart of the i e raw materials industry is the i) a 
| press run. The letter was signed by | uranium industry itself . The indus- 
|Muriel Tolle, of The Tolle Co., ad-| ovr otees infesting it treme ane 
| vertising and public relations, San -# cnsaaniee tar te fl a na ro ) 
Diego.) back. 
Thanks for heading the uranium 
| misnamed U.S. Information Agen-| stock giveaway scheme as a flop. 
cy. How else explain his conduct | Perhaps the something-for-nothing 
jis relaying, through the Congres- | boys have turned to greener fields. A 
§ | sional Record, demonstrable false- HENRY W. Hovucu, 
hoods concerning me compiled by! Editor, Uranium Magazine, 
‘the USIA? Not once did Mr. Denver. ° 


“Gran” pappy seen it on Garry Moore. It’s a Toni. | 


PHILADELPHIA’S ‘‘TIMES SQUARE’’ 
At Broad, Erie and Germantown Avenues—one of the city’s busiest 
shopping areas. Impressive eye level display commands attention, day 
and night, to traffic heading south on Broad and west on Erie. Subway { 
outlets, trolley and bus lines, Greyhound Bus Terminal, all add to 
traffic count. 18-hour gross 182,000; net 90,000. Size 28’ x 25’. Yours for 
only $20.00 a day. Three paintings a year. 


OUTDOOR 


3627 N. Smedley Street 
Philadelphia 40, Pa. 
Phone: BAlidwin 9-5500 
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should be) doing the work of a 


stone mason in his spare time. | 24, 
In our own case we have com- when it’s on 
mitments for Australia this fall. | January — i 
What those people out there want aN m June or why 
proms. We i Satermation of cur ype ES, our WET proofs are always DRY! 


1} 
fessional line of work, not some. fs a 


side issue. | X 
It seems to us that a man enters 3 \\ 


a given field to earn money, to Sounds like a damfool remark. But our new central unit 
gain recognition and to become 


more adequate in that field. To air conditioner and humidity control allow brilliant color proofs — 
achieve this (with just a 24-hour | to roll off our four color proof presses during the most humid days. 
a day time limit) he must do a To you production men this means meeting last minute schedules on those 

little extra digging, a little extra speedy color jobs that break in the summer. (In the past an 


thinking and a little extra studying | engraver had high humidity as a legitimate excuse to be late.) 
to reach any level of proficiency. | 


We fail to see how a man can be Now instead of smudgy and inky proofs, you will be assured that 
successful in his professional field | each day of the year you will receive sheets that will be 
if he is constantly dissipating his | sharp, bright, colorful and dry from 


time in an unrelated line of work, 
: and that is exactly what “do-it- 
yourself” is. To make oneself into| Photoengrawvers 
Premium Attracts Attention a “jack of all trades and master | 
To the Editor: This is news— none” appears like a_ wilful 
> S.O.S. Pads make the most deli-|waste of time, talent and energy. 
cious hamburgers. GARY GARIEPY, 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


NATHAN W. Epson, Director, Sales Training Inter- Skilled operators of the imported Klimsch Process camera — makes the best negatives in the world. 
Vice-President, Doremus & national, Barre, Mass. 
Co., New York. 
. +. . 


‘Don’t Do-It-Yourself’ 
Is Reader's Idea 


To the Editor: Is there any pos- 
sibility of starting a Don’t-Do-It-| 
Yourself-Club? If so we would like | 
to apply for membership. 

As a start in the right direction, 
| we noted with satisfaction an Ap-| 


VERTISING AGE release (June 6) | 


| where Publisher Arnold E. Abram-| ~ . p< d, Arne * ey : 
son of The Family Handyman) ( ; 628 Amen, tt ¢. #Ray 
- called on all “do-it-yourselfers” to | varnation / Bare Ort ne ep, tay *Pay *"Fices 
“face facts and recognize that there | . Dea, Te, tan’ “Wore, “Moin, 
are some jobs the average home-| Me, leon >, iss, CALip 
owner should not attempt to do! ae Pg Mirpn,, - 
himself.” Furthermore, the release | B / oa th, tay 
said Mr. Abramson’s publication | ouguet / w? aeaies i oe 
ij will “advise homeowners how to) ae at . ite Carne e 
_ buy professional labor when it’s) Seen” in mation ¢ Succes.” tary M22 thy 
&@ necessary. | tlon ay tonpetory ne tay ag von tty Cn 
| We second both motions. The ste oot Dune han’ the {Pent toge ates 
7 : : ‘ : Or Sve teg bios to Con e the» , Pro 
# entire concept behind the “do-it-| ime, the a Bent: py oPea yet. Pear » the ee 
h yourself” craze has always seemed t, “Onze Pee 4, Sut Ste fal ° 


° 
to us to be weak and ill-advised. T am tte ance tea yt Conte, Mee 
We do not refer to the man who! 
tightens a leaky faucet, or paints | 
the porch rocker to get the desk) N, 
kinks out of his back. We do refer | ecuspa pers 
to those “major operations” some! 
well meaning people undertake in 
their spare time and which car- 
penters, painters, stone masons and 
o.hers have taken a life-time to 
effect. 

More important, the time so 
spent is less of a relaxation than 
” it is an escape from a job in which 
a man draws his money and in) 
which he is supposed to become. 
authoritive in order to advise other | 
people. It seems to us that no 
matter what a man’s line of work 
or profession—insurance, account- 


ing, advertising or mechanics—he This is a sample of one of the letters sent to API 

should spend some of his time out-_ newspapers by the Carnation Company. The will- 

side the office or machine shop, | ingness of Negro newspapers to render “more- 

— eg conan edie oon con than-just-space” service is evidenced by the ex- 

aaane ' og ey ; oe pression of thanks contained in these letters, and 

; n the field in which others 4 - one 

come to him for advice. Instead is matched only by the unique ability of these 

he apparently tries to do something newspapers to connect advertisers with the fast- create acceptance for your product or strengthen 
a professional man can do in less growing $15 million Negro market. Carnation existing loyalties, like API newspapers. For con- 
time, more adequately and prob- knows it. So do 475 other contented national ad- structive suggestions, special marketing infor- 
bably for a lot less money, consid- vertisers who are increasing loyalties and sales mation and helpful merchandising assistance, call 
ering the time involved. via Negro newspapers. No other medium can on the nearest APT office. 


If we should want to buy an in- 
surance policy, for example, it 
would not impress us in the least 
if the insurance representative 
with whom we were dealing should 
4 relate at length how he built the 
new wing to his house. What we 
want is advice on insurance—not 
home construction—and insurance 
is a big field. 


ASSOCIATED PUBLISHERS, INC. 


31 West 46th St., 166 W. Washington St., 
New York 36, N.Y. Chicago 2, Ill. 
JUdson 2-1177 ANdover 3-6343 
Pacific Coast Representatives: 


ROBERT C. WHALEY COMPANY 


So, too, is advertising. Should a 55 New Montgomery St., San Francisco 5 SUtter 1-6072 
company plan an advertising cam- 6513 Hollywood Blvd., Los Angeles, Calif. HOllywood 3-7157 
4 paign, those involved would not BALTIMORE DALLAS KANSAS CITY NEWARK, N. J. RICHMOND ST. PAUL 
have the foggiest notion of, nor AFRO-AMERICAN * EXPRESS* THE CALL* AFRO-AMERICAN* AFRO-AMERICAN* RECORDER 
interest in, the fact that the ad man LOS ANGELES 
Dex CHICAGO DETROIT NEW ORLEANS SAVANNAH TAMPA 
out A phew aig —— DEFENDER * MICHIGAN CHRoNicies"E a aa LOUISIANA WEEKLY * TRIBUNE* FLORIDA SENTINEL 
. ° NORFOLK 
laying a geometrically perfect flag- CLEVELAND FORT WORTH poo JOURNAL AND GUIDE® ST. LOUIS Pho yl 
- stone walk. What he should be able CALL AND POST” THE MIND 7 THE ARGUS® 
7 ie walk. TRI-STATE-DEFENDER* PHILADELPHIA NATIONAL 
to give is concrete data on markets, COLUMBUS HOUSTON MINNEAPOLIS AFRO-AMERICAN* SAN FRANCISCO AFRO-AMERICAN* 
purchasing power, consumer moti- OHIO SENTINEL’ - INFORMER* SPOKESMAN THE TRIBUNE* SUN-REPORTER* CHICAGO DEFENDER 
vation—and possibly potential re- * ABC Audited Circulation 
sults, and he can’t have this infor- 


ae : : “MORE NATIONAL ADVERTISERS USE NEGRO NEWSPAPERS THAN ANY OTHER MEDIUM DIRECTED TO THE NEGRO FAMILY.” 
mation at his finger-tips (where it 
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PHOTO REVIE 
OF THE WEEK 
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Yates 


Franz Burke Warren Lupton Jaqua Schuckle Brown Wilson 


AT NETWORK MEETING—Directors of Affiliated Adver- 
tising Agencies Network pose for a group photo at 
their annual meeting in Madison, Wis. Included are 
Alex T. Franz, Chicago; Thomas L. Yates, Fort 
Worth; Virgil A. Warren, Spokane, national direc- 
tor; Robert E. Jaqua, Grand Rapids, new national 


chairman; Herbert C. Schuckle, Emery Advertising 
Corp., Baltimore; Robert A. Wilson, Cargill & Wil- 
son, Richmond; William Burke, Seattle; John 
Mather Lupton, New York, retiring national chair- 
man, and James Brown, Hoefer, Dieterich & Brown, 
San Francisco. 


LUCKY puPpS—Lee Perrin and her twin puppies are the star attraction 
in this shot publicizing the Armour-Lone Star “Name the Dash 
Hounds” contest promoting Dash dog food. The Lone Star cruise 
master graced by Miss Perrin—and her puppies—is one of 12 such 
craft that will be awarded as grand prizes in the six-week contest. 


*RTILFUYAD 


Walker 


Ginn Hooker 


HAIL AND FAREWELL—Friends and co-workers attended a luncheon 
given for Sam Lowry, Los Angeles sales manager of This Week 
Magazine, who is being transferred to the publication’s executive | 
offices in Chicago, and Mac Morris, formerly of This Week’s New ‘ 
York office, who is succeeding Mr. Lowry. Shown here during con- 
vivialities are Bob Walker, Robert W. Walker Co.; Mr. Lowry; 
Woody Ginn, Pacific Outdoor Advertising Co., and John Hooker, 
Doyle-Hawley Co. j 


Lowry 
@-moker 
‘10 year warranty 


"80 down payme; 


SWINGIN’ AND A SINGIN’—This color- 
ful lantern decanter, which tinkles 
out songs as well as whisky, is one 
of the new Christmas packages 
Park & Tilford will be introducing 
this fall and winter (AA, Aug. 22). 
The copper plated lantern is 
capped with a two-ounce jigger. 


SPECTACULAR SPECTACULAR—Borrowing movieland technique, the Nat- 

ural Gas Companies of Pittsburgh have erected the “biggest, most 

spectacular gas refrigerator in Pittsburgh.” An estimated 103,000 

Pittsburghers will pass the moving, lighted display every day. The 
doors of the refrigerator open and shut automatically. 


FINE VINTAGE—Lovely Jo- 
anne Copeland, who has 
been chosen Vintage 
Queen for National Wine 
Week, Oct. 15-22, poses 
against a symmetrical 
background of aging Cal- 
ifornia wines. The sym- 
metrical (but not notice- 
ably aging) Miss Copeland 
will be part of a $500,000 
drive planned by the 


Mall 


Clement Boggs Bobby Dwinell Johnson Meyner Collins Faubus Foss 


GUN TOTIN’ GOVERNORS—The public relations depart- 
ment of Chambers & Wiswell, Boston, arranged for 
each of the governers at their Chicago conference to 


a target at the Chicago police firing range are Frank 
G. Clement, Tennessee, with his son, Bobby, 11; J. 


receive a .22-caliber Harrington & Richardson nine- 
shot revolver from the Massachusetts Chamber of 
Commerce. Each gun carried the governor’s signa- 
ture engraved on the barrel. Shown here, aiming at 


Caleb Boggs, Delaware; Lane Dwinell, New Hamp- 
shire; Joseph B. Johnson, Vermont; Robert B. Mey- 
ner, New Jersey; LeRoy Collins, Florida; Orval E. 
Faubus, Arkansas; Lt. Mitchell Mall, Chicago police 
training director, and Joe J. Foss, South Dakota. 


Wine Advisory Board, San 
Francisco, to promote the 
week. The promotion is 
being handled by Roy S. 
Durstine Inc. 
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C&C Super Corp. 
Gains Control of 
Power Products Co. 


New York, Aug. 24—C&C Super 
Corp. has acquired Power Prod- 
ucts Inc, through a stock transac- 
tion, according to Walter S. Mack, 
C&C president. 

Power Products, which makes 
Super Jet spray guns and other 
products, will be operated as a di- 
vision of C&C Super Corp. The 
president of the company, Joseph 
Newmark, will continue to head 
the Power Products operation un- 
der its new ownership. 

Mr. Mack reported that Power 
Products grossed $2,000,000 last 
year in direct mail orders for Su- 
per Jet through newspapers and 
tv spots in 35 cities. He said C&C 
will sell Power Products about $1,- 
000,000 of tv spot time. C&C ac- 
quired the station break and an- 
nouncement periods through the 
purchase of Western Television, a 
tv film company, which got the 
time clearances from stations in 
exchange for tv films. 

The Super Jet spray gun will 
be plugged with tv spots in 80 
cities. No agency has been ap- 
pointed to handle the Power Prod- 
ucts account. 

C&C Super Corp. now owns 
Cantrell & Cochrane Corp., maker 
of C&C Super Cola; Nedicks; Lor- 
raine Mfg. Co.; Western Television, 
and the new subsidiary, Power 
Products. 


Dolph-Pettey Broadcasting 
Negotiates for KMYR 


KMYR, Denver radio outlet 
which has been put up for sale, is 
currently in the final stages of ne- 
gotiation with Dolph-Pettey Broad- 
casting Co., a broadcasting man- 
agement group, it has been dis- 
closed by A. G. and F. W. Meyer, 
station owners. It is reported that 
the sale is around $150,000, and 
the Dolph-Pettey group is attempt- 
ing to raise the money. Heading the 
group is William B. Dolph, Wash- 
ington business man, and Herbert 
R. Pettey, former secretary of the 
Federal Communications Commis- 
sion. 

Involved in the transaction is the 
new KMYR station license and 
construction plans. KMYR holds 
a FCC construction permit to 
transfer operation to a new station 
to be built.on a 208-acre tract south 
of Brighton, Colo. The permit calls 
for a 5,000-watt power output. Mr. 
Pettey and Mr. Dolph also own sta- 
tions in Cedar Rapids, Ia.; San 
Francisco, San Bernardino and 
Whittier, Cal.; Honolulu, New York 
and Florida. 


Its Comprehensille 


and it’s economical to buy 


THE NEW BUY, TOO 


The cost to-reach more than 300,000 
families in any other way than the 
comprenhible way would be prohibi- 
tive. Take a good look at our rates for 
black and white and full color advertis- 
ing and you'll agree it is the econom- 
ical way to cover one-third of Florida’s 
boom markets that are not covered by 
any publication (newspaper or pas 
zine) printed or distributed in Florida. 


Now full color advertising ts 
available .. . Produced by the 
New Perry Process 


This new method of printing direct 
from original magnesium engravings 
reproduces advertising of excellent 
quality. 

We require the same material for 
full color reproductions as that furn- 
ished to rotogravure magazines. 


THE 
=i 
WEEKLY 
OCALA, FLORIDA 


Represented Nationally By 


JOHN H. PERRY ASSOCIATES 


4 
MAGAZINE 


‘Esquire’ Boosts Rates; 
Blames Higher Costs 


Esquire, New York, will increase 
its rates for the first time in four 
years beginning with the March, 
1956, issue. Rate for a b&w page 
will advance from $4,850 to $5,190, 
an increase of about 7%. Frequen- 
cy discounts of 5% will now be 
given for three pages, and discounts 
will advance from 5% to 10% 
for six pages, and from 10% to 
15% for 12 pages. The magazine 
said “higher paper and productions 
costs” are responsible for the high- 
er rates. Esquire’s circulation guar- 
antee will remain the same. 

Esquire’s Apparel Arts, which 
cited the same higher costs, said 
its b&w page rate would go from 
$495 to $520 next March. 


Calkins & Holden Resigns 2 
Calkins & Holden, Chicago, has 
resigned the accounts of Purity 
Mills, Sterling, Ill., and Amboy 
Milk Products, Amboy, Ill. Both 
accounts have been inactive. 


IT TAKES 106,725 EMPLOYEES 


to keep pace with fast- 
growing Metropolitan Peoria 


em) 
* When it Comes to COVERAGE 
ONE does it in PEORIA 


The Peoria Journal Star effectively penetrates the rich 
13-county PEORIArea . . . Metro. Peoria daily circula- 
tion ratio-to-homes . . . 98.3%. 


EORIA JOURNAL ST 
Daily net paid 100,000 plus 


Represented Nationally by WARD-GRIFFITH CO, Inc. 


IRST [n [Hinois 


¢mcrrr 
CHICAGO 


45 


to make 


lace 
bales 


good 


The living room is one of America’s best salesrooms. It’s 
the place where national advertisers tell their sales story 
on TV... in magazines... in newspapers. 


But the smart advertiser doesn’t stop there. He turns pros- 
pects into buyers by using Trade Mark Service in telephone 


Trade Mark Service in classified telephone directories is the best 
answer to the problem of how to boost sales at the community level. 


directories. And in his advertising he tells prospects to look in Regge COC Re | 

the ‘Yellow Pages’ of their telephone directories—under his trade 

_ mark heading—for the name, address and telephone number 
of the nearest dealer. 


Nearest Dealer 
In The 


‘Yellow Pages’ 


Displaying this emblem in your advertising 
means more sales for your dealers. 


Why not send more customers to your dealers? A trained Trade Mark Service representative is ready 
te recommend a plan designed for you. Just call him at the Bell telephone business office. 
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Harrisburg Agency 
‘Changes Name to 
Hood, Light & Geise 


HARRISBURG, Pa., Aug. 23—Asso- 
ciated Advertisers Inc., one of the 
oldest advertising and p.r. agencies 
here, is reorganizing as Hood, 
Light & Geise. 

The move brings into the agency 
as principals Robert B. (Ben) 
Light, copy chief of Associated for 
more than seven years, and George 
H. Geise, who has worked as an 
artist and advertising production 
D-A-A-AVY--No D’ar steak in this sg this area for the past seven 

Policies and over-all operations 


How to 
reach more 
families in 

OUX FALLS ‘S. D. 


dinner. Just plain roast beef, 
| mashed potatoes and string beans.| o¢ the agency will undergo little 
It will be introduced in Philadel-| change, according to John R. 
| phia in September by Frigidinner| Hood, head of Associated, which 
\Ine. as a companion to two other! he founded in 1935. 
Frigidinner children’s meals. 
Gleason Names Pescheck 
Gleason Corp., Milwaukee, mak- 


MiraCan Coupon er of wheels and casters, has ap- 


pointed Jack A. Pescheck manager 


. of advertising and sales promotion. 
Drive Extended Mr. Pescheck most recently was 

advertising manager of W. H. 
Brady Co., Milwaukee manufactur- 


er of industrial tape products. 
to New Markets 


BIG 


New York, Aug. 23—American 
‘Can Co. will extend its all-out pro-. 
motion of MiraCan, container for 
carbonated soft drinks, into the 
Billings, Butte and Great Falls, 
Mont. areas, and the Oakland Bay 
larea (Alameda, Santa Clara and 
‘San Mateo counties), the end of 
this month. 

Using the consumer couponing 
and carbonated bottler advertising 
|tie-up which worked so success- 
fully in ten markets (AA, Aug. 15), 
the company will distribute cou- 
|/pons to some 31,000 families in 
'Montana and approximately 325,- 
/000 in the three California counties. 
Each coupon is worth 10¢ to 20¢ 
on the purchase of a quantity of 
any brand of soft drinks packaged 
in MiraCan. 


POI cic. DS 
nner | Cy S 
COLLIER’S .........11.9% 


LOOK......................10.2% 
PARADE... 95.6% 


® The couponing is accompanied 
by a barrage of advertising by 
bottlers using the American Can 
product, who run their own ads 
and urge householders to redeem 
their coupons on the purchase of 
the bottler’s product. 

For advertising which meets cer- 
tain minimum specifications as to 
identification of the can’s name 
and special qualities, American 
Can participates in the bottler’s 
local advertising in cities where 
couponing is going on to the extent 
of 742% of space cost if both bot- 
tled and canned beverages are fea- | 
tured by the bottler; in cases where | 
the bottler’s ad is devoted exclu-| 


sively to his canned beverage line, | IN NORTH CAROLINA’S 


American pays 20% of the space 


cost. | 

The can company also pays from. 
10 to 20% of the bottler’s co-op re- (5 ) LD E N 
tail advertising bill under certain 


conditions in which retailers run 
tie-up ads. 


® The extension of the drive to. R] ANG 
Montana will come just before the 


Labor Day weekend, and other 
samplings are scheduled just be-| 
fore Halloween, Thanksgiving and 
Christmas. According to D. B. Cra- | 
ver, American Can’s v.p. in charge | 
of sales, the idea is to help the soft | 
drink industry carry on vigorous 
advertising and promotion at all 
seasons of the year. 

The current intensive effort to| 5000 W * 600 KC © AM-FM 
develop MiraCan as a major pres, 
tainer in the carbonated drink | 


field was developed and is being 
carried out under the supervision 
of Roth Brothers & Co., Chicago 


market development specialist. 
Advertising involved in the cam- RADIO 

paign is handled by Young & Rub- 

|icam, the American Can agency, or WINSTON-SALEM 
by the advertising agencies of the NORTH CAROLINA 
/individual soft drink canners who! 

|are participating in the campaign. 


This is the picture of Parade coverage* with the 
SIOUX FALLS 


ARGUS-LEADER 


(Represented Nationally by Gilman, Nicoll & Ruthman) 


It is much the same in all Parade cities of origin. 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 Markets 


WINSTON-SALEM 
{( GREENSBORO 
HIGH POINT 


*Metropolitan County Area— Minnehaha 
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_ A = # = ” | = . i 
| d vertisin ages an inageinF arm P ublica tions : 
a | 4 
| | a 
rs 
| Official Figures for July and Year-to-Date as Compiled by Farm Publication Reports Inc. *s 
| : : 
y 
Publications with an * report directly to ApveRTISING AGE % 
ae 
Commercial Dis- Commercial Dis- : 
play Excluding play Excluding <— 
Poultry, Classified Poultry, Classified 4 
and Livestock, and Livestock, 
c—Total Advertising, in Pages—-. ————Total Advertising, in Lines———— in Lines -—Total Advertising, in Pages——. ————Total Advertising, in Lines————, in Lines : 
il July July Jan.-July Jan.-July July July Jan.-July Jan.-July July duly | July July Jan.-July Jan.-July July July Jan,-July Jan.-July July July 3 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 =: 1955 1954 ; 
| % 
| Farm Magazines Farmer, Te ie. 52.7 515 6163 589.9 41,301 40,355 483,217 462,485 37,757 36,581 * 
: | Hoard’s Dairyman .... 33.4 28.2 355.2 336.2 24,337 20,546 258,581 244,728 19,099 15,772 : 
; tBetter Farming ..... 47.9 52.2 517.6 569.7 20,568 22,382 222,036 244,385 20,191 21,929 Idaho Farmer ....... 25.6 25.9 308.9 300.8 19,328 19,563 233,543 227,434 17,800 18,292 i 
; Capper’s Farmer ..... 38.0 34.4 397.6 388.7 16,312 14,742 170,553 166,737 15,689 14,051 | stngiana Farmer's Z 
} : | : ; 
pr tm ys et Peer ee 23.5 164 190.7 183.0 19,021 12,852 149,485 143,362 11,670 9,522 4 
\, ‘ation ess Western | Kansas Farmer ...... 31.7 35.7 331.0 327.7 24,096 27,112 251,537 249,028 22,860 25,674 
gna. a 54.0 7 645.7 ns 23,151 a 276,992 —— 22,492 | Michigan Farmer ..... 32.2 40.6 405.0 428.4 24,752 31,144 311,062 329,034 21,567 28,560 ‘ 
) a eS Sl Se —— “= Mineri Revediet 34.2 32.4 357.0 324.0 25,992 24,639 271,315 246,249 23,615 21,613 % 
B| #Western Edition . 56.0 54.3 658.0 640.7 24,027 23,294 282,269 274,847 23,461 22,635 Stock 330.544 32.879 32.312 ‘ 
' Anurnee 3 (or2) Cilio 85.0 TAZ GS GS2 M98 23.225 160 200 2302 9200 | woe teu oe es Gee oe ain a eee oe ee : 
ee rere GS ee ae ee ae eee New England v3 ' ‘ 
Southeastern Edition 245 205 271.9 264.1 10,529 8,769 116,649 113,287 9,755 7,909 Homestead ... 4 2 2 4 18,367 181,442 188.753 10,807 13,930 . 
| se ee ee. ee eee | ae _......:. 336 417 4704 451.9 29669 32,081 S6L243 3471050 263967 28.899 r 
hte Oregon Farmer ...... 25.3 22.9 294.1 307.4 19,104 17,288 222,371 232,398 17,562 15,893 . 
peimae't seizeoers 27.30 21.3 287.7 286.1 11,418 = 9,143 123,406 = 122,712 10,579 8,275 | Pennsylvania Farmer .. 36.5 35.8 401.6 367.2 28,012 27,499 308.425 282,019 25,454 25,472 A 
° Prairie Farmer: g 
#tCarolina-Va. Edition 56.7 54.3 658.9 667.4 38,576 36,947 448,060 453,830 36,635 35,715 Hillinois Edition . 66.3 58.7 651.6 618.6 48,265 42,759 474,330 450,368 40,943 36,876 Pe 
pe gn tas 60.1 58.6 695.4 682.6 40,866 39,850 472,865 464,153 38,920 38,460 | indiana Edition .. 64.4 58.2 648.2 601.3 46,899 42,397 471,862 437,724 39,577 36,514 + 
en. VS. Average 2 Editions . 65.4 58.5 649.9 610.0 47,582 42,578 473,096 444,046 40,260 36,695 : 
7 et teens 56.1 55.9 G4l1 638.5 38,158 = 37,988 = 435,958 434,156 36,454 36,836 | Rural New-Yorker .... 221 21.7 243.0 243.3 17,311 16979 190,511 190,715 15,328 15,083 
— ~-Neciatedaa Utah Farmer ........ 24.5 25.3 311.4 306.7 18,527 19,146 235,443 231,848 16,887 17,597 
; Edition ......... 60.7 56.7 639.3 648.5 41,253 38,554 434,695 440,952 39,489 37,452 | Wallaces’ Farmer .... 65.2 55.7 701.6 669.3 51,136 43,639 550,022 524.696 47,436 41.487 
#Texas Edition .... 61.5 56.6 658.5 663.2 41,798 38,457 447,770 450,957 39,947 37,235 | Washington Farmer ... 25.1 23.7 300.1 312.9 18,960 17,925 226,848 236,458 17,418 16,654 
Average 5 Editions . 59.0 56.4 658.6 660.0 40,130 38,359 447,870 448,810 38,289 37,140 | Western Farm Life .. 22.0 19.9 227.3 220.0 17,276 15,631 178,203 172,498 13.851 13,626 
Successful Farming ... 47.7 43.2 614.1 604.5 21,481 19,457 276,339 272,029 21,063 18,999 §Herdsmen Edition . 42 6.0 159.7 172.1 3,286 4,709 125.235 134,914 2,296 1,798 
Total Group ...... 274.9 261.7 3,122.9 3,152.2 133,507 127,306 1,517,884 1,530,593 128,843 122,958 | Wisconsin Agriculturist & 
tFormerly Country Gentleman. {Central-East and Southern Editions replaced the National Less Western Edition in June 1955. POEs dims exes 49.7 44.2 537.9 492.0 38,982 34,640 421,751 385,721 38,431 33,983 


Cumulative figures shown for National Less Western Edition for 1955 are for the period ending May 1955. §Changed to Total Group 
Southwestern and Southeastern Editions in January 1955. Last year’s pages and lines for Southeastern Edition are an average 
of the 1954 figures for Upper South and Lower South Editions. #Not included in totals. 


Sea b 841.5 816.2 9,189.6 8,869.3 641,979 621,861 7,005,186 6,760,603 574,710 562,237 
ZNot included in totals. §This edition also carries all linage appearing in Western Farm Life. 


*Broiler Growing .... 20.6 240.8 279.6 10,838 8,837 103,306 119,973 7,957 5,126 


Monthlies Farm Linage Trend Figures in Thousands 
*Agricultural Leaders’ 
SE dikaneaas<s 147 115 123.3 1016 6.298 4,928 52,895 43,623 6,298 4,928 
American Fruit Grower 41.4 37.7 252.4 234.1 «17,868 + 16,275 109,030 101,134 17,671 16,088 MAGAZINES MONTHLIES 
tAmerican Poultry Journal: 1955 ‘ 1955 
#Eastern Edition .. —— 25.6 237.7 268.3 10,964 101,977 115,100 9,918 
Midwest Edition. —— 223 2005 2276 ——— 9876 86030 97624 —— 9021 | | SULY|134 | juLy | 359 | 
#Pacific Edition... —— 229 209.2 206.3 ——— 9,844 89,767 988503 ——— 8,918 
#Southern Edition . —— 28.1 205.3 217.4 12,058 88,067 93,272 10,391 | | JUNE| 187 | JUNE] 408 | 
Average 4 Editions . —— 24.7 213.2 229.9 10,611 91,460 98,625 9,562 1954 195 
Arkansas Farmer ..... 16.2 219 150.4 127.3 12,252 16,558 113,716 96,237 11,938 16,323 4 
Better Farming Methods 26.6 23.1 2398 2275 11429 9891 102,866 97.593 11429 9,891 AT a Mh, 366 
Breeder’s Gazette .... 10.2 12.9 135.1 1233 4,607 5,814 60,809 55,464 2,040 3,626 
25.3 
23.0 


*California Citrograph 20.0 167.6 155.9 15,456 13,440 112,650 104,846 112 168 


*California Farm Bureau SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
Monthly .......... 9.3 12.0 84.3 88.4 7,056 9,018 63,707 66,852 6,475 8,442 1955 1955 1955 

“Carolina Co-operator . 9.0 9.3 64.0 636 3,786 3,920 26,886 26,740 3,786 3,920 

*Cattleman, The ..... 64.0 62.3 724.0 693.3 26,901 26,194 304,081 291,263 16,282 15,232 | | JULY JULY JULY 

"Cooperative Digest .. 56 88 372 459 2,124 3,675 15,637 19,288 2117 3,643 Per 

*County Agent & NE[89 | 
VorAp Teacher .... 8.7 227 1992 1923 8,008 9,732 85,443 «82,495 8,008 9,732 | | PUNE JUNE|89_ JUNE| 3 36 _| 

#t*Electricity on the Farm 14.3 11.3 72.2 67.2,» 5,103. «3,972 25,773 «23,923 5,103 3,972 1954 1954 1954 

*Farm Management .. 12.9 138 157.0 1159 5,545 5,930 67,359 49,720 5,545 5,930 

Farmer-Stockman: JULY JULY JULY 
#Oklahoma Edition 34.3 42.6 338.4 342.7 14,716 18,290 145,191 147,024 13,613 16,773 \comniendalliaiiasndiiisemesineatiial 


Men ities .... DA — 82 — i247 142,146 11,286 o 
Average 2 Editions 31.7 42.6 204.3 342.7 13,597 18,290 143,669 147,024 12,450 16,773 | p. apy ‘ 
*Florida Cattleman ... 61.0 59.8 461.8 464.2 25,657 25,118 193,966 195,033 10,339 12,838 i-Weeklies 3 
*Florida Grower & Rancher 25.9 24.1 186.5 164.4 17,584 16,359 126,791 111,793 13,702 11,514 | Arizona Farmer ...... 50.6 79.9 S989 S45 45,064 60,368 407,413 412.415 43,468 58.520 
Kentucky Farmer .... 163 141 192.3 176.9 12,769 11,041 150,793 138,691 12,039 9,703 | California Farmer: 
*Michigan Farm News 16. 235 16.1 16.8 3,097 5,447 37,345 39,034 3,017 5,327 Northern Edition 35.0 35.4 372.9 367.5 26,492 26,769 281,901 277,839 24,450 25,013 
*Mississippi Farmer .. 15.8 10.8 124.3 83.2 11,967 8,215 = 94,003» 62,758 11,792 8,170 | zSouthern Edition . 35.3 33.0 366.0 361.5 26,697 24,956 276,660 273,271 24,746 23,200 
*Missouri Farmer .... 113 108 93.2 79.9 7,797 7,458 64,131 55,122 7,068 6,549 Average 2 Editions 35.2 34.2 369.5 364.5 26,595 25,863 279,281 275.555 24.598 24.107 
*National 4-H News. 88 7.7 134.2 1208 3,677 3,250 56,363 50,731 3,677 3,250 | *Dairymen’s League 
National Live Stock » . a as am ase _—— cn ca a ME: Sacketicabss 106 7.8 82.5 82.7 7,747 5,655 60,057 60,324 7,223 5,214 
PONENT sci swesess 5 7. ‘ . ’ ’ ' 5 , Tetal Grows ...... 104 12190 9 
*Nation’s Agriculture 61 60 61.7 586 3100 2678 27,765 26,353 3,100 2,678 out taal Raa 05.4 121.9 990.9 992.7 79,406 91,886 746,751 748,294 75,289 87,841 i 
ee es. 337.2 366.1 14,042 16,609 151,730 164,718 12,487 14,542 i 
Fe gg 9: or we . ; ; j . , ' All figures in the following groups were compiled by Advertising Age eae 
ns ere ane 73 80 740 743 3,282 3,579 33,280 33,433 3,162 43,439 
Poultry Tribune 
#Eastern Edition .. 16.5 21.4 287.4 287.0 7,082 9,194 123,311 123,126 5,952 7,973 Weeklies 
eee i’ ch 23 wR? 368A 7739 «9423 (1SAST MISS GSO “Gen S600... 198 09 WAh ES oa mee 350,950 383,026 23,671 27,334 
Specific Edition. 249 278 «315.2 ©3036 «10687 «11.748 138.206 130232 7.287 «8.805 | Missouri Edition ... 129 13.4 137.6 1544 31,730 33,055 339,053 380,440 21,164 23.857 
Average 4 Editions . 18.9 22.1 285.8 276.1 8106 9,456 122,608 118,449 6,499 7,982 Okia.-Ark. Edition... 11.6 128 128.1 146.5 28,531 31,499 315,569 360,653 19.960 23.361 - 
2#§*Southern Farm & 4 
te tary 91 56 647 49.0 5,087 5,563 36,217 49,000 4,014 4,504 | Dailies 
Southern Planter .... 184 16.8 239.1 219.5 12,903 11,791 167,545 153,641 12,442 11.273 iainen thtiha indi 
“Turkey World ...... 31.9 26.8 336.2 328.6 13,682 44,2 0, ’ 
*Western Dairy Journal 30.4 20.9 249.5 239.6 13,052 8,946 107,015 102,796 5,627 4,914 Panny REGEN a 63.4 62.7 281.8 264.9 134,855 133,400 599,703 563,611 37,768 33,586 
*Western Livestock 
i tl 73.4 766 678.4 666.4 31,490 32,858 291,054 285,982 4,987 9,541 | enme ta mcasert 64.3 62.2 272.2 259.5 136,868 132,415 579,321 552,298 35,858 35,017 
*Wyoming Stockman- 
W saome Tee as 32.9 26.4 245.8 176.6 24,850 23,660 185,794 158,306 21,473 20,988 | _. Stockman ......... 65.7 66.9 308.0 287.5 139,752 142,368 655,421 611,609 45,568 41,186 


St. Louis Daily Live- 


| 
Total Group ....... 708.3 721.3 6,805.7 6,619.2 358,997 366,430 3,422,309 3,301,218 266,026 277,833 stock Reporter .... 58.7 56.6 204.9 187.1 124,848 120,405 435,947 397,977 36,429 32,290 
+Not published in July 1955. tJune-July issues combined. §Published quarterly effective April 1955; larger page size (1,000 Total Group ...... 290.1 289.5 1,475.0 1,455.4 629,813 750 
lines) in July 1954; 1955 figures shown are for July-August-September issue. ||/Changed from 896-line page to 756-line ¥ ties 629 3,275,964 3,249,614 220,418 216,631 
i , i in totals. 
page in July 1955. Not included in to Canadian 
Le Bulletin des 
Newspaper Monthly Farm Sections Agricuitewrs ....... 32.9 30.5 356.7 364.1 23,011 21,355 249,719 254,841 22,882 21,294 
*Ilowa Farm & Home. 12.1 13.1 157.2 169.2 12,412 13,504 160,342 174,293 11,891 12,890 | Country Guide ....... 25.6 316 272.9 326.0 18,445 22,766 196,473 234,779 18,445 22,766 
*Rural Gravure ...... 42 44 483 568 4,211 4,404 48,278 56,787 4,211 4,404 | +Family Herald & Weekly Star: 
*Texas Ranch & Farm 83 23.8 109.7 119.0 8,694 25,018 115,227 125,132 7,378 23,352 dtEastern Edition .. 51.0 60.6 604.6 603.6 51,021 60,557 604,607 603,481 31,989 33,346 
re “376 GS GIS2 345.0 25,317 42,926 323,847 356,212 23,480 40,646 H#Western Edition .. 41.5 48.5 499.9 511.7 41,465 48,463 499,882 511,602 29,593 30,241 
Total Group — oS Average 2 Editions 463 546 552.3 557.7 46.243 54510 552.245 557.542 30.791 31.794 
Farmer's Advocate & 
Semi-Monthlies | Canadian Countryman 22.4 30.1 mee 361.1 15,703 21.059 221,190 252,856 12,665 16,509 
‘ . : ; 6 232.8 2145 16,917 14,255 169,485 156,182 15,250 12,803 | Farmer's Magazine .. 18.4 17.3 : 225.5 7,872 7,413 80,858 96,706 7,821 7,340 
ae in = — — 12,884 12,015 5,138 5,488 | Free Press Prairie Farmer 69.8 71.5 742.2 744.0 73,336 75,827 779,315 786,333 42,689 43,793 
Colorado Rancher & +Western Producer ... 33.2 42.7 337.3 373.8 35,509 45,649 360,908 399,820 19.677 25,399 
Farmer .........+: 25.8 23.3 259.0 241.0 19,468 17,596 195,791 182,180 18,677 16,504 Total Group ...... 248.6 278.3 2,765.9 2,952.2 220,119 248,579 2,440,708 2,582,877 154,970 168,895 
Dakota Farmer ..... . 570 S81 499.1 491.2 44,698 45,559 391,278 385,077 43,900 44,829 Four issues in July 1955; five issues in July 1954. 2¢Not included in totals. 


_Gordon Schontarber Adds 1 New Britain Names Williams Janis Promotes Phil Richman 
The Record & Journal, Meriden, Howard V. Williams, formerly in Phil Richman, an account exec- 

Conn., has appointed Gordon) the sales department of New Brit-|utive of Martin E. Janis & Co., 

'& Rubicam, has been named a ra- Schonfarber & Associates, Provi-| ain Machine Co., New Britain,|Chicago public relations organiza- 


McPhilben Names de Guzman | Brennan Joins FC&B 

McPhilben Mfg. Co., Brooklyn, a| Thomas G. Brennan, formerly 
new advertiser, has named Royal | with the New York office of Young 
& de Guzman, New York, to han- 


dle its advertising. McPhilben dio-tvy supervisor in the Chicago! dence, R. I., to handle its advertis-| Conn., has been appointed adver- | tion, has been named account su- 
makes institutional lighting. office of Foote, Cone & Belding. ing and public relations. tising manager of the company. _pervisor. 
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Three Daughters to Fehlandt 

| Three Daughters Corp., Lincoln, | 
'Neb., has appointed Fehlandt Ad-| 
|vertising, Kansas City, Mo., to 
handle advertising for Three 
Daughters deodorant and shampoo. 
|The company has been advertising 
| direct. 


MILLIONS 


Fe 
WALKING BILLBOARDS 
FOR LESS THAN 
%.50 PER THOUSAND 
PER WEEK 


Scene ew the 
Rust Tables | 


MAKE WAY FOR EL PASO! 


The nation's 75th city in popula- 
tion, 1950 census. NOW 60th 
according to 1955 Sales Man- 
agement Estimates. 

Covered Exclusively by 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald - Post ON-THE-ROCKS BAGS—Renfield Importers Ltd., New York liquor im- 

A SCRIPPS-HOWARD NEWSPAPER porter, used this material in a tie-in merchandising promotion with 

EVENING Ingber Inc., handbag manufacturer, to sell Renfield products and 

women’s bags. The company is planning similar campaigns, all tied 

in with fashion manufacturers. Reach, Yates & Mattoon and L. H. 
Hartman Co. are the agencies involved in the promotion. 


General Motors.... 


Corporation is the largest single U. S. company, 
and the world’s leading maker of automobiles... 
A last year turned out 2,873,325 passenger cars, 52°%, 
of the total produced.* 

The car buyer, however, is not concerned with 
the size of General Motors, but with the values it 


offers. And big figures do not always indicate big 


3 value. One instance is a magazine that has only 
1,300,000 circulation, but represents a big and 
important market of $11 billion! 

SUCCESSFUL FARMING reaches 26%, of all the 


commercial farms in this country, and 42% of the 

farms earning $10,000 or more. And the average 

cash income from farming of the SF farm subscriber 

is around $10,000 for several years past. 

SF farmers raise 53°%, of the corn harvested, 

57%, of the hogs, 38°%, of cattle and calves, 44%, of 
a ; the eggs, 44% of the dairy products—are big 
producers, big industrial buyers, big consumers. 

And SucceEssFuL FARMING’s fifty years of real 


ff. 
ts 
> 
is! . 


service give it more influence than any general 
medium can have. For more quality customers, and 
to balance national advertising schedules, you need 
this magazine! Ask any SF office for the facts. 


*Source: Automotive News, January 3, 1955 


MEREDITH PUBLISHING ComPANy, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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’ Advertising Age, August 29, 1955 


Liquor Importer 
Ties In Promotion 
With Fashion Makers 


New York, Aug. 23—Renfield 
Importers Ltd., New York, import- 
er of alcoholic beverages, has 
launched a merchandising cam- 
paign which promotes its prod- 
ucts by coordinating with leading 
manufacturers of womens’ fash- 
ions. 

A positive association of “the 
right thing to serve with the right 
thing to wear” is carried out in 
the campaign slogans—in Coin- 
treau Cordials, “for cordial living,” 
and in the Martini & Rossi ver- 
mouth promotions, “so fashionable 
to serve, so fashionable to wear.” 

The promotion was tested first 
in two individual campaigns, one 
a tie-in with Ingber Inc., a hand- 
bag manufacturer, which stressed 
the color of Martini & Rossi ver- 
mouth, and the other, a tie-in be- 
tween Cointreau cordials and Fruit 
.of the Loom nylon ladies’ hosiery. 


s To start the Ingber campaign, a 
fabric source was called upon to 
dye an Italian-type fabric in the 
Vermouth color. This fabric was 
then utilized in a complete line of 
handbags for distribution through- 
out the U. S. Publicity releases 
were sent to fashion editors, while 
a brochure was mailed simultane- 
ously to distributors of Martini & 
Rossi, as well as to executives and 
display and merchandise men of 
stores carrying the Ingber line. 
The stores were advised that di- 
mensional display material, news 
mats and other promotional de- 
vices were available. 

Each handbag contained a book 
of lipstick tissues on the cover of 
which were printed recipes. A 
hangtag was attached to each 
handbag selling the Vermouth col- 
or as a fashion accessory device, 
and additional recipes were printed 
on the other side of the tag. This 
promotion also featured a window 
display contest. 


a In the Fruit of the Loom cam- 
paign, a light-up revolving display 
unit was used, plus streamers, dis- 
play cards, news mats, and enve- 
lope enclosures which were dis- 
tributed by the department stores 
to their individual charge accounts, 
Each of the envelope enclosures 
were used not only to sell hosiery, 
but was prepared in such a way so 
that recipes incorporating the use 
of the cordials could be removed 
and kept in a recipe file. 

Cordials distributors were asked 
to cooperate with the hosiery out- 
lets. The stocking colors were se- 
lected to match the individual 
cordials, such as Cointreau liqueur, 
creme de Cacao, and apricot and 
peach liqueur. Mailings were sent 
to all stores. Both of the coordi- 
nating manufacturers’ sales forces 
carried complete brochures telling 
the promotion story. Hosiery sales- 
men distributed miniature bottles 
of Cointreau products to buyers. 

Donald Zulauf, Renfield director 
of advertising, is planning new 
campaigns for other company 
products. The coordination of the 
programs is being handled by 
Leonard F., Fellman Co., New York 
p.r. counsel. 


Opens Kreer Agency 

Henry B. Kreer, formerly an 
account executive with Campbell- 
Mithun, Chicago, and before that 
a copy group head at Batten, 
Barton, Durstine & Osborn, has 
opened Kreer Advertising at 664 
‘N. Michigan Ave., Chicago. The 
/agency will serve primarily clients 
with billing in the small to medi- 


um category. 


‘Killian Joins A. C. Gilbert 

| KR. T. Killian, formerly with Bry- 
ant Heaters, has joined A. C. Gil- 
bert Co., New Haven, maker of me- 


\chanical toys, as development co- 
ordinator. 
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‘Standard’ Agency Contract Form 


Weiss Asks Reliable Retail Index 


Simple Words Sell Best: Woolf 
Longer Shows Need Careful ‘Sell’ 


@pinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


NATIONAL NEWSPAPER OF MARKETING. 


Reynolds Metals Develops ‘Standard’ Agreement 


to Use as Advertising Agency Contract 


AGREEMENT 
AGREEMENT made the day of 
, 19—, between ReEy- 
NOLDS METALS COMPANY, a Delaware cor- 
poration, herein called the “Advertiser,” 
and ,a 


in called the “Agency”; 


WITNESSET H:- 

In consideration of the mutual promises, 
covenants and agreements contained, and 
other good and valuable considerations, re- 
ceipt of which is hereby ackowledged by 
each party, the parties agree as follows: 


® 1. APPOINTMENT 

The Advertiser hereby retains the 
Agency, and the Agency hereby agrees to 
serve the Advertiser, in connection with 
the preparation of advertisements for such 
of the Advertiser’s products as it may 
from time to time designate in writing and 
for placement in such advertising media 
as it may from time to time designate in 
writing, including newspapers, magazines, 
radio and television broadcasting and out- 
door advertising. 


© 2. DUTIES OF AGENCY 

In the execution of the Advertiser’s ad- 
vertising the Agency shall perform the 
following duties: 

(a) Study the products of the Adver- 
tiser covered by this agreement, and the 
market for its products. 

(b) When requested by the Advertiser, 
prepare preliminary plans for the proper 
advertising of the products which will be 
designed to make the best possible use of 
the appropriation deemed necessary or the 
appropriation made available by the Ad- 
vertiser. 

(c) Prepare cost schedules for advertis- 
ing expenditures and other related costs. 

(d) Prepare layouts and, when re- 
quested, finished comprehensive layouts; 
and prepare all actual copy to be used in 
advertisements of all types. 

(e) Exercise its best efforts to purchase 
at the most favorable rates art work of the 
quality required by Advertiser, engrav- 
ings, electrotypes, printed matter, and oth- 
er collateral materials, from artists, de- 
signers, photographers, engravers, printers 
and others. 

(f) When requested and authorized by 

the Advertiser, prepare merchandising 
plans. 
(g) Contract in behalf of the Advertiser 
with advertising media and others for 
and in connection with the advertising of 
the Advertiser and exercise its best efforts 
to do so at the most advantageous rates 
obtainable. 

(h) Check the insertion of advertise- 
ments in publications for appearance, 
date, position, size and mechanical repro- 
duction. 

(i) When the responsibility for given 
radio or television commercials or pro- 
grams is delegated to the Agency by the 
Advertiser, then the Agency shall prepare 
such commercials, render the necessary su- 
pervisory services in connection therewith 


corporation, here- 


Last year, the legal department of Reynolds Metals Co. worked with the 
company’s advertising department in the development of a standard “agree- 
ment form” which the company now executes with advertising agencies which 
handle its account. Because relatively few such detailed documents spelling 
out agency-client relationships and responsibilities exist, and because the 
Reynolds agreement contains some unusual provisions of special interest to 
industrial and other advertisers, the agreement is published in complete form 
here, through the courtesy of Reynolds and of David F. Beard, general director 


of adveriising. 


and, in ihe case of programs, render the 
necessary supervisory services in connec- 
tion with such programs. 

(j) Check by the examination of affida- 
vits furnished by Stations the broadcast of 
radio and television advertising for time, 
accuracy, extent and other related factors. 

(k) Check the display of outdoor adver- 
tising for date of appearance, position, 
site, workmanship and mechanical repro- 
duction. 

(1) Retain custody of the Advertiser’s 
property and exercise its best efforts when 
deemed necessary by the Advertiser or 
Agency to obtain its return from third 
parties. The Agency shall carry standard 
transportation insurance for the benefit of 
the Advertiser. 


® 3. APPROVAL BEFORE COMMIT- 
MENTS BY AGENCY 

(a) Before incurring liability to third 
parties for any item of space or time in 
advertising media, for “programs,” for 
talent or for services within the scope of 
this agreement, the Agency shall first 
secure written authorization from the Ad- 
vertiser’s president; vice-president, gen- 
eral sales; vice-president, parts division; 
vice-president, public relations; or its 
general director of advertising. 

(b) The Agency shall in no event place 
any advertisement of the Advertiser in 
any advertising medium without first 
submitting the text and designs therefor 
to the Advertiser and obtaining the Ad- 
vertiser’s approval thereof in writing. 
Such approval may be granted only by 
one of the following officers or executives 
of the Advertiser: president; vice-presi- 
dent, genera] sales; vice-president, parts 
division; vice-president, public relations; 
general director, advertising; the direc- 
tors of radio and television advertising, 
packaging and consumer advertising, in- 
dustrial advertising, building products ad- 
vertising or the manager, industrial parts 
advertising. 

(c) Before incurring liability for art 
work, mechanical parts and/or printed 
matter, the Agency shall first secure ap- 
proval of text and designs in accordance 
with sub-paragraph (b) hereof, which ap- 
proval shall constitute approval for the 
Agency to purchase such art work, me- 
chanical parts and/or printed matter nec- 
essary for the advertisement in which the 
approved text and designs are to be used. 


® 4. CHARGES TO ADVERTISER: 
SPACE AND TIME 
(a) Where an Agency commission of 


fifteen per cent (15%) is allowed by the 
medium, the Advertiser agrees to pay the 
Agency at rates contracted with the me- 
dium based on published rate cards. Where 
less than fifteen per cent (15%) commis- 
sion is allowed, the Advertiser agrees to 
pay the Agency at contracted rates, plus 
an amount which will yield the Agency 
fifteen per cent (15%) of its total charge 
to the Advertiser. In the case of outdoor 
advertising the amount of Agency com- 
mission will be on the basis of sixteen and 
two-thirds per cent (1624%) of its total 
charge to the Advertiser. 

(b) If, in an advertising medium having 
a schedule of graduated rates, less space 
or time than contracted for is used, the 
Advertiser is to pay the Agency*the dif- 
ference, if any, between the amount due at 
the rate named in the contract between 
the Agency and the medium, and the 
amount due at the rate applicable to the 
quantity of space or time used in connec- 
tion with the Advertiser’s advertising. 

(c) If, in a medium having a schedule 
of graduated rates, more space or time 
than contracted for is used, the Agency 
shall refund to the Advertiser any excess 
the Advertiser may have paid the Agency 
over the amount due at the rate earned. 

(d) The Agency shall refund or credit 
to the Advertiser any other refunds or 
commission in excess of those stated in 
this paragraph “4” received by the Agen- 
cy in connection with advertising space, 
radio or television time or materials for 
which the Advertiser had paid the Agency. 
®* 5. CHARGES TO ADVERTISER 
OTHER THAN FOR SPACE AND 
TIME 

(a) For all services and materials listed 
below (other than space, radio and tele- 
vision time) purchased by the Agency 
upon the authorization of the Advertiser, 
the Advertiser shall pay to the Agency 
an amount equal to the charge to the 
Agency before deduction of cash discount 
plus fifteen per cent (15%) of such 
charge, unless a different amount is other- 
wise agreed upon in writing. In computing 
the fifteen (15%) commission, no commis- 
sion is to be paid on sales or use taxes or 
the charge for printing or transportation 
of talent. The following items are to be 
billed on this basis: 

1. Art work, comprehensive layouts 
and mechanicals. 

2. Engravings, electros, typography, 
matrices, and other mechanical 
parts. 


. Printed matter. 

. Special writers. 

. Radio and television talent and 
programs or package shows, radio, 
television and other scripts or con- 
tinuities, musical arrangements, 
electrical transcriptions, television 
film commercials and program and 
commercial production. 

. Surveys contracted for with inde- 
pendent research organizations or 
individuals. 

(b) For the services and materials listed 
below, furnished by the Agency and which 
have been authorized by the Advertiser 
(as distinguished from services and mate- 
rials bought outside the Agency’s organ- 
ization under sub-paragraph (a) hereof) 
the Advertiser agrees to pay the Agency 
such amount as shall be agreed upon be- 
tween the Agency and the Advertiser in 
advance. 


1. Finished art work, comprehensive 
layouts and mechanicals. 

. Publicity and public relations work. 

. Special research authorized by Ad- 
vertiser. 

. Sales and service materials. 

. Preparation of cooperative adver- 
tising. 

. Special sales promotion and mer- 
chandising work. 


(c) When the total space billings for ad- 
vertisements having the same copy and 
layout are less than two thousand dollars 
($2,000) the Advertiser shall, in addition 
to the payments and compensation other- 
wise provided for in this agreement, pay 
to the Agency for the particular copy and 
layout up to the following amounts: 


1. Fifty dollars ($50) when the copy 
and layout are for one black and 
white page. 

2. Seventy-five dollars ($75) when 
for one two-color page. 

3. Seventy-five dollars ($75) when 
for two black and white pages. 

4. One hundred dollars ($100) when 
for two two-color pages. 

(d) For supervisory and administrative 
services rendered by the Agency in con- 
nection with printed matter, counter dis- 
plays, window streamers and the like, and 
for services rendered by the Agency in 
the preparation of copy and layout for 
such items, the Advertiser shall pay to 
the Agency such amount as is agreed 
upon by the Agency and the Advertiser, 
or, in the absence of such agreement, 
the cost for such services plus fifteen per 
cent (15%) of such cost. (Such cost shall 
include direct salaries incurred, materials 
and cash outlays). Unless otherwise spe- 
cifically agreed upon in writing the max- 
imum amount which the Advertiser will 
pay to the Agency under this sub-para- 
graph for the preparation of copy and lay- 
out for printed matter will be one hun- 
dred and fifty dollars ($150) a page and 
the maximum amount for counter dis- 
plays and window streamers will be one 
hundred and fifty dollars ($150) per 
item. 

(e) Upon the Agency performing the 
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services listed below, the Advertiser 
agrees to reimburse the Agency for such 
eash disbursements as the Agency may 
make in connection with them: 

1. Forwarding and mailing to per- 
sons other than the Advertiser (in- 
cluding packing, postage, express, 
taxes, import duties). 

2. Telephoning and telegraphing on 
Advertiser’s behalf beyond normal 
Agency services. 

3. Taxes incurred on Advertiser’s be- 
half. 

4. Traveling expenses incurred on 
Advertiser’s behalf beyond normal 
Agency services. 

(f) If any of the materials and/or 
services covered under this paragraph 
“5” are furnished to the Agency in con- 
nection with the advertising of the Ad- 
vertiser by a subsidiary or an affiliated 
corporation of the Agency, no commis- 
sion shall be added by the Agency in the 
Agency’s billing to the Advertiser for 
such materials and services to the charges 
to the Agency by such subsidiary or af- 
filiate. 


® 6. BILLINGS TO ADVERTISER 

(a) The Advertiser agrees to pay the 
Agency’s invoices on or before payment 
dates stated thereon. The Agency agrees 
that such payment dates will not precede, 
by more than five (5) days, the date on 
which the Agency must pay media. The 
Agency will mail invoices at least ten 
(10) days before payment date. 

(b) Invoices submitted by the Agency 
to the Advertiser covering expenditures 
or commitments made by the Agency on 
the Advertiser’s behalf shall be accom- 
panied by copies of the invoices submitted 
by third parties other than media to the 
Agency, together with tear sheets if such 
expenditures or commitments are for ad- 
vertisements. If tear sheets are not avail- 
able when the invoices are submitted, the 
Agency shall forward the tear sheets as 
soon thereafter as possible with refer- 
ence to the invoice numbers to which 
they relate. Invoices for expenses in- 
curred under sub-paragraph (3) of para- 
graph “5” hereof shall itemize such ex- 
penses. 

(c) Invoices submitted by the Agency 
to the Advertiser covering services ren- 
dered by the Agency on a time basis shall 
show the precise amount of time spent 
by the Agency on each job. All time 
charges shall be supported by accurate 
time records maintained by the Agency 
on a per job basis and shall be avail- 
able for inspection by the Advertiser 
under paragraph “14” hereof. 3 


® 7. CASH DISCOUNTS 

The exact amount of cash discounts 
allowed to the Agency by media for 
prompt payment will be allowed to the 
Advertiser provided that payment is made 
to the Agency in accordance with the 
cash discount terms stated on the Agen- 
cy’s invoices, which terms shall be the 
Agency’s standard cash discount terms 
unless. other cash discount terms are 
agreed upon in writing. No other cash 
discounts shall be allowed to the Adver- 
tiser, unless otherwise agreed upon in 
writing. 


® 8. PROOF OF PAYMENT 

The Agency shall have available proof 
of payment to media and other third 
parties in respect to all work and/or serv- 
ices rendered for or on behalf of the Ad- 
vertiser. Such proof shall be made avail- 
able to the Advertiser upon request at 
the Agency’s place of business at any 
reasonable time. 


® 9. RIGHTS RESERVED TO ADVER- 
TISER 

The Advertiser expressly reserves the 
right, in its own discretion, and for any 
reason deemed by it to be sufficient, to 
modify or reject any schedules and plans 
submitted by the Agency, and to direct 
the Agency to cease work in connection 
therewith, and in such case, the Agency 
shall immediately notify all publishers, 
printers, engravers, artists, designers, or 
other txird parties engaged in carrying 


out such schedules or plans to cease work 
thereon. It is expressly agreed that the 
Advertiser shall reimburse the Agency 
for all costs and expenses incurred by 
the Agency up to the time of receipt of 
notice of cancellation and for all charges 
and liabilities incurred by the Agency in 
carrying out such cancellation pursuant 
to the Advertiser’s instructions. 


© 10. PROPERTY OF ADVERTISER 

All plans for advertising, preliminary 
sketches, layouts, copy, “Commercial” 
material, films and transcriptions, shall 
become, from the time of payment there- 
for by the Advertiser in accordance with 
the terms hereof, the exclusive property 
of the Advertiser. 


-® 11. PROTECTION OF ADVERTISER 


AGAINST LOSS 

The Agency shall endeavor to the best 
of its knowledge and ability to guard 
against any loss to the Advertiser through 
the failure of media or through the failure 
of suppliers to execute properly their 
commitments, but shall not be held re- 
sponsible for any failure on their part. 


® 12. LIABILITY OF AGENCY TO 
THIRD PARTIES 

The Agency agrees that the Agency 
shall be solely responsible to parties with 
whom it shall deal in carrying out the 
terms of this agreement and shall save 
the Advertiser harmless against all claims 
of whatever nature asserted by third 
parties against the Advertiser based upon 
contracts made between the Agency and 
such third parties or based upon obliga- 
tions incurred by the Agency to such 
third parties in carrying out the terms 
hereof. 

The provisions of this Paragraph “12” 
shall in no way affect the obligations of 
the Advertiser to the Agency under the 
terms of this agreement. 


® 13. ADVERTISER’S LIABILITY POL- 
Icy 

The Agency agrees throughout the pe- 
riod of this agreement to maintain in 
full force and effect, at its own cost and 
expense, an Advertiser’s Liability Pol- 
icy in an amount not less than Five Hun- 
dred Thousand Dollars ($500,000), pro- 
vided that such insurance in such amount 
is obtainable. 


® 14. EXAMINATION OF AGENCY REC- 
ORDS 

All contracts, paper, correspondence, 
copy, books, accounts and other informa- 
tion relating to the business of the Ad- 
vertiser or the expenses incurred on its 
behalf shall be open to inspection and 
examination by an authorized representa- 
tive of the Advertiser at all reasonable 
times. 


® 15. AGENCY’S LOYALTY 

The Agency shall render undivided 
loyalty and allegiance to the Advertiser 
in relation to the advertising of the prod- 
ucts covered by this contract. 


© 16. AGENCY FOR ADVERTISER'S 
COMPETITORS 
The Agency shall not act as an Adver- 
tising Agency for a manufacturer of 
competing products without first having 
procured the written consent of the Ad- 
vertiser. 


°® 17. TERM OF AGREEMENT 

(a) This agreement shall become ef- 
fective on the ————day of ——————, 
i§8—, and shall continue in force and 
effect until terminated upon sixty (60) 
days’ notice in writing given by either 
party to the other and sent by registered 
mail to the principal place of business of 
the party to whom such notice is ad- 
dressed. 

(b) The rights, duties and responsi- 
bilities of the Agency and the Advertiser 
shall continue in full force and effect 
during the period of notice, including the 
carrying to completion of plans for and 
the placing of any advertisement which 
the Advertiser has authorized the Agen- 
cy to place in named media whose clos- 
ing dates fall within the notice period. 
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We're not going to write at 
length about this ad because we 
feel it must be seen to be believed 
and we want to allow as much 
room as possible for it- to be seen 
and read in. After you have read 
it, we challenge you to tell us what 
the product is and what it does— 
and how. Anyway, more than 100,- 
000 of the single cell type are in 
use throughout the world, and it 
does everything from extinguishing 
explosions (which we thought did 
a pretty good job of extinguishing ‘ 
things themselves) to liberating 
the human spirit. | 

Hey, Jerry. Pour us another. 
And make it a double this time. 


(c) After the expiration of the notice 
period, no rights or liabilities shall arise 
out of this relationship. 

(d) Upon termination of this contract, 
the Agency shall transfer and make avail- 
able to the Advertiser or its representa- 
tive all property and materials in the 
Agency’s possession or control belonging 
to the Advertiser, all information re- 
garding the Advertiser’s advertising, and 
if approved by third parties in interest, 
shall assign all reservations, contracts 
and arrangements with advertising media 
or others for advertising space, time, 
materials or services yet to be used, and 
all rights and claims thereto and therein, 
and no extra compensation shall be paid 
to the Agency for its service in connection 
with this transfer. Upon such transfer, 
the Advertiser shall assume all the obli- 
gations of the Agency which the Adver- 
tiser authorized it to incur to third par- 
ties and shall release the Agency there- 
from. If any third party in interest fails 
to approve the transfer to the Advertiser 
by the Agency of any reservation, con- 
tract or arrangement with said third par- 
ty, then the Agency shall fulfill its ob- 
ligation under such reservation, contract 
or arrangement and the Advertiser shall 
fulfill its obligation to the Agency pertain- 
ing to such reservation, contract or ar- 
rangement as if this agreement had not 
been canceled. 

(e) Upon termination of this contract, 
any uncompleted work previously au- 
thorized by the Advertiser, either specifi- 


cally or as part of a plan, will be paid 
for, to the extent completed, by the Ad- 
vertiser in accordance with the provisions 
of this agreement. 

(f) Upon termination of this contract, 
unused or unpublished advertising plans 
and ideas prepared by the Agency, un- 
less paid for by the Advertiser in ac- 
cordance with the provisions hereof, shall 
remain the Agency’s property regardless 
of whether or not the physical embodi- 
ment of the creative work is in the pos- 
session of the Advertiser in the form of 
copy, art work, prints, etc. 


® 18. BILLING UPON TERMINATION 

Upon termination of this contract, the 
Agency shall bill the Advertiser for, and 
the Advertiser shall then pay, all amounts 
not previously billed or paid and for 
which the Agency is entitled to claim re- 
imbursement from the Advertiser under 
the terms of this agreement. The Agency 
is to receive no compensation or commis- 
sions in connection with space, time, ma- 
terials or services the payment for which 
shall become due to an advertising medi- 
um or others after the termination of this 
contract except to the extent that the 
Advertiser shall have approved material 
prepared by the Agency and shall have 
authorized the Agency to place the same 
in named media for specific dates. 


® 19. PERSONAL SERVICE CONTRACT 
This is a personal service contract and 
is not assignable. 
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LEFT TO RIGHT: MORTON BOHRER, DANIEL KARSCH, CHARLES GOLDSCHMIDT, STUART GREEN, JOHN FENYO 


“High fashion news travels fast,” says Daniel Karsch, “and 
Amelia Earhart ‘fashion luggage’ is proving more popular 
each year among discerning travelers.” 


Here Mr. Karsch (2nd from left), president of Daniel & Charles 
advertising agency, reviews a new series of ads for 

The New York Times Magazine with his account group and 
Morton Bohrer (left) of Amelia Earhart. 


“The response to our advertising in The Times Magazine has 
been nothing short of phenomenal,” says Mr. Karsch. 


“We're reaching over a million upper-bracket homes -. not only 
in the large metropolitan areas, but in the broad suburban 
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Daniel & Charles presents 
an open and shut case 
for Amelia Earhart 


IVAN DIMITRI 


markets as well. These are the key families from coast to coast... 
families with the means and the mind for going places. 


“Another ‘plus’ for The New York Times Magazine is its 
impressive trade coverage ... it is must reading for key 
retailers across the nation. 


’ 


“You might say,”’ concludes Mr. Karsch, “that 
The New York Times Magazine has helped us get a firm grip 
on all our markets!” 


IMPORTANT TO ADVERTISERS: The New York Times Maguzine 
has hung out the “sold out” sign for 1955 ... it’s wise to 
start booking space now for 1956. 


Delivered every week exclusively 
with The New York Times, 
America’s Biggest Sunday 
Advertising Medium, 

into more than 1,200,000 homes 
and stores all over the country. 


The New York Times 
—  fagazine 
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Salesense in Advertising... 


Keep the Words Simple 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

In a radio rehearsal in New York, Mar- 
lene Dietrich once showed that she knew 
more than her director about the kind of 
English average people understand. The 
New Yorker reports her little exchange 
with him as follows: 

Miss Dietrich stepped 
up to the micro- 
phone with a script... 
Miss Dietrich read on 
until she came to “All 
that evening the smoke 
had swirled and eddied 
about the Cafe Istan- 
bul in nervous circles, 
as if looking for es- 
cape.” 

“This ‘eddied’ is English?” she asked. 

“Sure it’s English,” said the director. 

“Take it out,” said Miss Dietrich. “If I 
don’t know it, they won’t know it in 
Idaho.” 

“T thought it was a pretty good image,” 
said the director plaintively. 

Miss Dietrich excised “eddied” from her 
copy. 

I don’t think we realize how few words 
are used by the ordinary run of people in 
their everyday thinking and talking. 
There are 600,000 words (entries) in my 
Webster’s New International Dictionary. 
Nobody knows for sure how many of these 
words are used by average folk in com- 
municating with one another. One student 
of the subject maintains that the number 
does not exceed 800, whereas another 
places the figure at 12,000. It is known 
that Milton used only 8,000 different 
words in all his brilliant works. Herbert 
Spencer, the great utilitarian philosopher, 
once said: “Language must be regarded 
as a hindrance to thought, though the 
necessary instrument of it.” 


® A continuous source of amazement to 
me is the frequency with which strange 
and difficult words appear in advertising. 
Take pasteurization, for example. How 
many people really understand it? Off- 
hand, you might venture the guess that 
the word is familiar and understood by 
nearly everybody. But you’d be wrong. A 
recent quiz of 250 persons—125 men, 125 
women—revealed that half of them had 
only a foggy notion on the meaning of the 
word. Even those who declared they knew 
were pretty vague with such answers as 
“It’s something they do to milk.” Homo- 
genization probably is even more myste- 
rious. 


Short Words Not the Whole Answer 

The mere fact that a word is short, 
however, doesn’t mean people generally 
understand it. Wonderful is a long word 
of nine letters, but its meaning is clear to 
everybody. Now note this list of short 
words which I have selected at random 
from a popular magazine: jape, verve, 
saga, tope, homo. Greek would be but lit- 
tle more meaningless to masses of people. 
But, generally speaking, short words have 
more meaning and force than long words. 
Compare up with ascend on an elevator, 
or down with descend! Compare stop with 
terminate, or go with proceed! 

Yet, as I say, advertising copy is loaded 
with obscure words that certainly paint 
no pictures in the mind. In only three ads 
in my current issue of Life I find these 
polysyllabic words: personifies, embodies, 
inconceivable, reciprocal, traditional, in- 
dispensable, components. What reason 
could there have been for writing, “All of 
the components of this television set are 
fully guaranteed?” Wouldn’t parts be 
clearer and faster than components? 

Speaking of television set advertising, 


I wonder if the public is impressed with 
the tricky coined word-gimmicks that fog 
up most tv copy. Here are just a few, 
picked at random from the same issue of 
Life: Stratopower Chassis, Halo-Light, 
Cosmic Eye, Magic-Monitor, Super Cas- 
code, Turret Tuner, Optically-Filtered. 
Even worse in this respect, I think, is 
most, if not all, motor car copy. 

It isn’t easy to say what you mean— 
what you hope your readers or listeners 
will understand—in your advertising. Lis- 
ten to what Owen D. Young once said to a 
university graduating class: “Perhaps 
only 1% or 2%, certainly I should think 
not more than 5%, of what one thinks or 
sees or feels can be translated by language 
to another... Be careful to see that your 
language is clear, and your sentences 
short.” 


= It would be nice to think that this is a 
lesson we have all learned. But it is not. 
The scholarly British War Office had 
trouble with it during the late fracas. At 
last siding with Winston Churchill in his 
plea for the use of plain English, the War 
Office sent the following notice to its 
staff: — 

“Nothing is more conducive to long- 
winded and stilted writing than the use of 
a formal, pedantic or polysyllabic substi- 
tute for the natural word or expression 
that first comes to mind. There will be oc- 
casions, relatively rare, when they will 
be wanted, quite legitimately, to convey a 
different shade of meaning. They should 
never be used simply because it is thought 
they sound more official, more formal, 
more stylish or more impressive than their 
everyday equivalents.” 

The British War Office had the right 
idea; but, as its choice of words shows, 
simplicity of speech is not the easiest of 
arts. But it’s wonderful once you have it! 


Simple Ideas Expressed in Simple 
Words Are Best Way to Sell Goods 

Simplicity of idea is fully as important 
as simplicity of expression. It is a great 
mistake to expect the reader to furrow his 
brow and cudgel his brain over a strange 
and difficult concept. I noted a washing 
machine ad the other day that made, in 
the copy, several references to “centrifu- 
gal force.” Probably only one woman in 
50 understands what centrifugal force is; 
the other 49 don’t know and care less. 

The plain truth is that most of us are 
mentally lazy. Concentration, for more 
than two or three seconds at a time, is a 
difficult feat for most of us. We tend to 
shy away from anything that threatens to 
tax our powers of comprehension. One 
important reason for the enormous popu- 
larity of television is the fact that it asks 
so little of the viewer. All he has to do is 
to sit and look and listen. He finds pic- 
tures far easier to understand than words. 
Even an abstraction like centrifugal force 
is readily made clear through the eye to 
the slowest of intellects. Life magazine 
says, “Chester Gould, creator of the strip 
called Dick Tracy, must rank as one of the 
greatest writers of our time.” You may 
disagree with this conception of a writer, 
but probably 40,000,000 people read his 
feature every day. One reason is its ex- 
treme ease of comprehension. Gould talks 
to his readers with simple pictures and 
simple words. 


® A banker friend of mine maintains that 
few of his bank’s customers read the 
bank’s financial statements and reports. 
“Over their heads,” he says. No wonder! 
The bankers talk in Greek. For example: 
“Certification.” “Deferred assets.” “Con- 
tingent liabilities.” “Depletion policy.” 


“Maturity of floating bonds and indebted- 
ness.” “Flexibility of certificate of char- 
ter.” And so forth. Fact is, I don’t read "em 
myself. Do you? 

Countless times a day—in advertising, 
in personal selling, in letter writing, in 


every sphere of life’s activities—people 
fail to say what they mean. Advertising 
fails to click, sales are lost, business deals 
fall through, friendships are cooled, good 
ideas and good causes die a-borning. 
Why? The wrong words—words that 
didn’t register. 

One day I watched a poorly dressed 
woman timidly examine an electric iron 
in a hardware store. At last she put it 
down but made no comment. 

“But, madam,” chirped the bright 
young salesgirl, “this device is indispen- 
sable.” Device and indispensable lost the 
sale. “In that case,” the old lady mumbled, 
“T’ll look down the street for something 
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cheaper.” 

Talk in your advertising with the words 

of the people. 
oe * * 

In collaboration with The Rowe & Wy- 
man Co., Cincinnati advertising agency, 
the foregoing article was written especial- 
ly for “Wrenn Trend,” a house magazine 
which is published by The Wrenn Paper 
Co., Middletown, O., as a service to print- 
ers, advertisers and advertising agencies. 
The article attracted such favorable at- 
tention that I feel it may be of interest to 
readers of this column. I am indebted to 
the Wrenn company for permission to re- 
print it here. —JDW. : 


Looking at Radio and Television... 


Trend to Longer Shows Calls 
for Concentration on ‘Sell’ 


By The Eye and Ear Man 

Everything is getting bigger, and better 
and longer in television. First came the 
spectaculars to take the place of one, two 
or three other shows. Then, instead of 
hour advertisers cutting back to the half- 
hour form to make television affordable, 
many hour programs became co-spon- 
sored. The trend seems to be continuing 
and spreading to the daytime. Does this 
mean the metamorphosis to the magazine 
concept pattern is becoming more and 
more of a reality? The answer is probably 
“Yes!” 

It started with the old standby hours, 
Sullivan’s “Toast of the Town,” the “Col- 
gate Variety Hour,” the Philco-Goodyear 
“Playhouse,” the Montgomery show, “Stu- 
dio One,” “Kraft Theater,” Berle & Co., 
Godfrey, Lux Video, Gleason, and God- 
frey in the daytime. From this the list 
has grown steadily with the addition of 
the once-a-month spectaculars, “Climax,” 
the Pontiac-Armstrong hour show, U. S. 
Steel-GE hour, and the special events 
show of Ed Murrow. “Home” and “Mat- 
inee” have been added in the daytime, 
with even “Ding, Dong School” going to 
45 minutes. 

It is safe to predict that there will be 
as many more hour shows, live and film, 
by the end of 1956. On the local level, 
feature films, day and night, have been 
making a creditable showing against the 
major network offerings. The potential re- 
lease of the entire RKO library will prob- 
ably cause other major studios ultimately 
to release their libraries for television 
usage. ABC’s scheduling of full length fea- 
tures on Sunday night further points up 
this trend. 


s There are several lessons to be drawn 
from this increase in hour programming. 
There is a growing conviction among pro- 
gram people that the viewer expects 
more than he gets out of the normal tele- 
vision half-hour or quarter-hour offer- 
ings. When a man settles down with his 
family at night he expects something im- 
portant that makes it worth his while. So 
does a woman in the daytime. Since en- 
tertainment is a part of killing time until 
the family has to go to bed, an hour is 
easier to adjust to than a half-hour. 

A second barometer of the increasing 
success of hour shows is the fact that the 
average hour show will rate, on an aver- 
age audience basis, from 5 to 6 rating 
points higher than the average half-hour 
show and its Nielsen rating, of people 
who sampled the program six minutes or 


more, might be as high as 10 rating points 
above the average half-hour show. 

With few exceptions, the hour program 
is used to sell multiple products—in 
many cases products manufactured by the 
company controlling the hour. In other 
cases some form of alternate week or co- 
sponsorship is the method of financing. In 
fewer cases, the program resembles a spot 
carrier because of the number of various 
sponsors accommodated. 


= The fact that several of the long shows 
are scheduled once a month is another 
step toward shaking television out of a 
pattern that tended to lock that medium 
in a radio precedented vise. Each time 
this is done the surprise element present 
in magazines is compounded. 

Another reason for the trend toward 
longer shows is the threat of subscription 
television. With less stop and go pro- 
gramming and with the major film stu- 
dios beginning to turn out products for 
commercial television, there is little that 
subscription tv can add. 

It is further possible for two advertisers 
facing mediocre half-hour programs to 
strengthen their position by co-sponsoring 
an expensive hour show at a price of less 
than a half-hour would cost individually. 
Pontiac and Armstrong have done just 
that. Instead of two fair dramas, the ccm- 
bining of funds can well lead to a better- 
than-average important hour show bene- 
fiting both sponsors. 


= The hour or more theory of television 
programming, day and night, is growing. 
The new “Matinee Theater,” 3-4 p.m., 
EST, on NBC starting in the fall, may 
make the quarter-hour daytime serial a 
part of history. The additional slick hour 
dramas at night may also make the half- 
hour dramas look pretty puny by com- 
parison. The cost of these super night- 
time hour shows, time and talent, pro- 
motion, etc., gross, is quickly zooming up 
to $10,000,000 a year for 52 weeks. At 
these prices they must sell multiple 
brands to pay out. That means a literal 
magazine of the air whether one large 
company owns the hour or four separate 
companies chip in to pay for it. 

Importance comes high. Importance also 
entails the danger of dwarfing the com- 
‘mercial. The path is being brightly lighted 
for advertiser and agency. The commer- 
cial is becoming more and more impor- 
tant. The time has come to concentrate on 
that sell with all the power and thinking 
available. 
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e wondering, too! 


We don’t know whether NATION’S 
AGRICULTURE is going to be second 
or third in national farm circulation. 
It all depends on what happens with 
the two biggest magazines in the field. 


If those two papers become one, 
NATION’S AGRICULTURE will move 
up to second. But whatever happens, 
there’s one thing you can count on: 


NATION’S AGRICULTURE will 
continue to: be first in influence among 
America’s farm leaders. Your campaign 
in NATION’S AGRICULTURE will 
reach nearly half of U.S. commercial 
farmers. And, what’s more important, 
they’re the top half . . . the most alert 
and progressive farmers in the world. 


NATION’S AGRICULTURE is edited 
specifically for Farm Bureau families — 
the real leaders in every farm community. 


These families influence the buying 


preferences of their neighbors, their 
community, and the nation. Sell the 

farmers who sell their neighbors. You 

can do it... and at ’way less cost... 
through NATION’S AGRICULTURE. 

(Cost per page per 1,000 circulation — $1.91.) 


NET PAID CIRCULATION 1,652,881 
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On the Merchandising Front... 


Reliable Index of Retail Volume 
Is Need of U.S. Business 


By E. B. Weiss 
Merchandising Consultant 

A few weeks ago, three leading depart- 
ment stores in Miami discontinued sending 
in weekly volume figures to the Federal 
Reserve Bank of Atlanta—figures which 
are regularly collated by the bank and 
then issued as an index of retail volume 
for the Sixth Federal Reserve District, 
which takes in Miami. 

The stores complained that FRB figures 
showing large department store volume 
increases over 1954 periods for the Miami 
area have been misleading. These depart- 
ment stores point out that a second Sears 
store, opened in that area late last year, 
and included in the 1955 figures, throws 
the statistical comparison out of joint, as 
indeed it does. Moreover, the stores com- 
plain that the FRB report does not even 
point out that the 1955 figures come from 
four stores, whereas the 1954 figures came 
from only three stores. 

Those Miami department stores have re- 
ported to the FRB that “in many areas, in 
addition to Miami, the weekly department 
statistics do not present a true picture of 
conditions—among other reasons because 
department stores all over the country are 
opening branches, some inside and some 
outside their trading area.” 


® On at least four occasions over the last 
two years I have pointed out in this col- 
umn that: 

1. The FRB figures purporting to trace 
the ebb and flow of department store vol- 
ume are seriously inaccurate. 

2. The FRB does nothing to prevent 
these inaccurate department store figures 
from being used as a guide to total retail 
volume in this country and, of course, they 
in no way reflect total retail volume, par- 
ticularly so far as consumer durables are 
concerned. 

The bald fact is that there is simply no 
reliable index of retail volume in this na- 
tion! 

And that represents a sad gap in our 
statistical analysis of the business tide of 
which our economists seem blissfully un- 
aware. After all, the destiny of business is 
inextricably wrapped up with the move- 
ment of merchandise into consumption— 
and we just don’t know, from month to 


Employe Communications... 


month, how merchandise is being fed into 
the maw of consumption. 


® Even chain-store volume figures are 
grossly misleading because they do not 
clearly indicate the volume coming from 
old stores and the volume-coming from 
new stores or from radically enlarged old 
stores. (In this connection, I suspect that 
our better independent merchants do a 
vastly better job of squeezing more vol- 
ume, year after year, from an established 
store than do the large majority of our 
chains, which makes them better mer- 
chants than the highly-vaunted chains!) 

Our retail volume statistics, including 
the Federal Reserve Board figures, can be 
shot full of holes by any competent math- 
ematician or actuary and by any compe- 
tent retailer. The selection of stores is poor. 
The division of merchandise categories is 
worse. The adjustments for seasons, for 
five-Saturday months, for dollar fluctua- 
tions, etc., are either non-existent or ab- 
surdly arbitrary. 


= About a half year or so ago, when I last 
commented on this situation, a Federal Re- 
serve official wrote me a lengthy letter 
(through an intermediary) complaining 
quite bitterly about my criticisms. I of- 
fered to debate the issue with him in AA. 
That challenge was never accepted; it still 
stands. 


® I contend that we critically need an ac- 
curate, timely, intelligent index to retail 
volume, properly broken down by major 
categories. We have nothing resembling 
such an index. I contend, also, that this in- 
dex must be made easily understandable 
by business men—and I make this point 
because an index completely peppered 
with footnotes may be grasped (after due 
study of a month or two) by a statistician, 
but few business men have either the time 
or the ability. 

Of all of our horribly messy business 
statistics, none is more totally devoid of 
value than the FRB department store fig- 
ures. Instead of rising to a staunch defense 
of the present tables, why doesn’t the FRB 
develop a retail volume index of true 
merit? The entire business community 
would be properly grateful. 


Questions on a Supervisor's Mind 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe - 
relations.) 

Employe attitude surveys generally 
bring out many of the views management 
expects, some views it is not quite pre- 
pared for, and once in a blue moon, a bolt 
from the blue. 

Recently an opinion-polling organization 
was engaged to ferret out attitudes among 
the supervisory personnel of a manufac- 
turing plant. The questions were largely 
routine, and the answers were generally 
cooperative. For several interviews the re- 
port disclosed nothing more offensive than 
the fact that supervisors for the most part 
liked their work, respected their imme- 
diate superiors, and had no particular 
complaint. At this point the interview 


centered on a supervisor who had worked 
in that capacity for about three years, had 
developed opinions in that time, and had 
no hesitancy in sharing them. 

What he said gave the interviewer 
pause, and in certain areas of upper man- 
agement it gave executives the shakes. For 
the man’s opinions cut at the very heart of 
the company-supervisor relationship, and 
there was no one in the upper levels who 
could deny the charges. 


s “I’m a management representative,” the 
man said to the pollster, in approximately 
these words, “and I have been instructed 
in the human relations phases of my work. 
Because I was told to do so, I started a 
long time ago to develop a personal rela- 
tionship with the people in my depart- 
ment, to encourage them to talk to me, to 


listen to what they had to say. Above all, I 
was to be interested in their families—to 
know the age and sex and state of health 
of the children. This I’ve done. For three 
years I’ve worked at it—at first because I 
was ordered to do so, amd later because I 
have made many friends among my peo- 
ple, and I am fond of their children and 
interested in them. 

“And yet,” he continued, “I find it hard 
to understand why none of my superiors 
shows this same interest in me. They ex- 
pect me to build this close relationship 
with my own employes, but nobody above 
me seems interested in my own family life. 
My immediate superior has never inquired 
about my wife’s health. When one of my 
children was taken to the hospital a year 
ago, and we had it touch-and-go for days, 
no superior asked me about her. No supe- 
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rior took the trouble to learn that 
she was sick. The sympathy my wife and I 
got came from my own departmental peo- 
ple—the men and women who work for 
me. They took up a collection and sent 
flowers to our little girl in the hospital. 
Not a day passed but that somebody in my 
department asked about her. But the big 
boss, and the bigger boss above him, said 
nothing. They preach being good to your 
fellow-man, but they don’t practice it.” 


The authors of this column have nothing 
to add to this indictment. The supervisor 
himself laid it down, cold and clear, and 
no one could improve upon it. If the sur- 
vey brought nothing more out of the in- 
terviews than this, it as worth what the 
company paid for it—if the management 
takes it to heart. 


Looking at the Retail Ads 
‘Artist Ernest Biddle tries Thom McAns 


one month—draws startling conclusions 


Sasbilies iethe cqrend to weer Tham McAns in ene-menth test if he could 
say exactly what he thought of them. Here's his unvarnished comment. 


Senee nha 
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Here are two of the Thom McAn styles Ernest Biddle wears 
. . wees tom Mat 


Eenast Brddic s cepert. im hin own words, 
1. 


| Cecevered Tham McBee Wy ae cdent 


he ew 
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AMAZING OFFER 


Wear Thom McAn shoes to: 
ere week ai our expense! 
. 60 a 


By Clyde Bedell 

(Mr. Bedell is a consultant in cre- 

ative advertising and advertising 

training.) 

This is the second or third Thom Mc- 
An ad I saw in this series. I think it’s 
one of the best retail series I have ever 
seen. I’ll bet it’s selling a lot of shoes. 
It deserves to. 

In a world where surveys show that 
half the people mistrust advertising 
some, and about one-fourth mistrust it 
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a good deal, it is refreshing to see a 
testimonial ad that rings true. 

Sure this is a paid testimonial, but 
it doesn’t pretend to be something else. 
Each ad has indicated that the money 
paid went to a charity. No wonder some 
pretty decent people are in these ads. 
They have not had to lie or dissemble. 

An orchid to whoever gets out this 
strong-selling stuff, and to Thom McAn 
management for having the sense to 
step out and pay for it. 
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Peter Corn Goes to Geneva to Handle Milomn| see cere 0ntructed tee 
Exhibits, Relays Battle Report on Hazards 


NEw York, Aug. 23—While the; converters should be prepared for 
attention of much of the scientific! the basic outlets... 


and industrial world was centered 


“TI frankly don’t think the [large 


on Geneva, and the International overhead signs] are worth the time 


Conference on Peaceful Uses of 
Atomic Energy (AA, Aug. 15), at 


and effort involved. They are sus- 


/pended from rafters over 100’ 


least one man in attendance was| high. Although well handled by 


watching something else—how the 
displays were handled. 

That was Peter Corn, exec. v.p. 
of The Displayers, New York, 
which had designed and produced 
the displays used at Geneva for 
Foster Wheeler Corp. and Babcock 
& Wilcox. Last week Mr. Corn 
relayed to his colleagues some of 
his observations on the displays, 
and some tips for future overseas 
exhibitors. 


@ Observations: 

“Virtually all of them (exhibits) 
have been primarily built as tech- 
nical presentations to interest 
scientists and business men, rather 
than elaborated to the extent neces- 
sary for a good presentation for 
the public. With a few noticeable 
exceptions quite a few organiza- 
tions have only achieved mediocre 
effectiveness where they have 
tried to make the exhibits interest 
technicians as well as the public. 

“One of the big problems 
here... was a decided lack of air 
circulation. The temperature out- 
side was quite cool but... better 
planning is needed for room-type 
exhibits where the ventilation may 
not be satisfactory. This will re- 
quire sizable blower units. Possi- 
bly air conditioning units together 
with careful and early planning 
at the site. 

“The U.S. area contained in 
general the third best group of 
commercial exhibits. The English 
exhibits in my opinion were far 
better as a group, while the Swiss 
ones were at least as good if not 
better than ours, but inferior to 
the British...” 

Mr. Corn also said that the 
U.S.S.R. exhibit was “precise and 
workmanlike” and was _ supple- 
mented by an excellent film util- 
izing an English sound track, and 
panels on the wall in _ several 
languages explained the story; he 
called the Canadian exhibit “finely 
designed” and professional; he 
thought the French exhibit effec- 
tive, but marred by a poor paint 
job and indifferent lettering. 


e Tips: 

Mr. Corn thought General Elec- 
tric did well with earphones and 
selective switches which let visi- 
tors tune in tapes in any of four 
languages. 

“T believe it is extremely urgent 
that all foreign trade shows where 
we exhibit must have a simple and 
convenient form of language 
transfer, so that visitors will have 
their attention held regardless of 
which of the basic languages they 
speak. GE handled this quite 
nicely... 

“Any exhibit going to a foreign 
section should have the hardware 
checked over most carefully and 
have a complete set of tools with it 
necessary for any work. Foreign 
workmen don’t seem to have many 
tools of their own. This includes 
hammers, screwdrivers, wrenches, 
etc. 

“All company names and ad- 
dresses for overhead signs, pro- 
grams, etc., must be carefully and 
clearly transmitted in writing. We 
had to correct the big overhead 
sign of Foster Wheeler because 
they spelled it Forster. In addition, 
words like New York were 
hyphenated, and all sorts of other 
misspellings were involved. 

“Careful and correct information 
should be obtained about current. 
It is wrong to accept a European 
report at face value unless you 
knew that it has been properly 
researched... European plugs or 


a team of strong men and trapeze 
artists, they must be manually 
hoisted into position, which is 
especially dangerous if any must 
be handled after the exhibits are 
in position. 

“Setup and dismantling plans 
should be accurately and carefully 
spelled out step-by-step.” 


e Problems: 

“Direct sunlight coming through 
the auditorium roof hit the ‘Scene 
in Action’ unit during a period of 
an hour or so in the afternoon and 
blotted out most of the action. In 
order to correct this, we had an 


“The area in front of the plat- 
form consisted of a dirt floor 


which was covered by matting | 
nailed literally into the dirt. Con-_ 
siderable dirt and dust, therefore, 


| 


were floating around the conven- 
‘tion hall, especially during install- 
ation time... We had additional 


flooring purchased in order to) 


make the unit presentable. 
“Labor available at Geneva at 
the convention hall certainly belies 
the indication of experienced 
Swiss mechanics. I beat my head 
bloody trying to get them to han- 
dle the projects and exhibits with 
a certain amount of gentleness. 


course, was one of language. Vir- 


or two of them had a smattering 
of German.” 


e Experiences: 
“The Foster Wheeler exhibit 


“The second big problem, of) 


tually none of these men spoke 
anything but French, although one | 


got a lot of attention, due to an 
|animated center unit. At one point | 
three wild youngsters began’ 
throwing all the switches at once, 
turning up the rheostat, etc., and | 
put such a load on the line that! 
they blew all the fuses in that | 
section of the exhibit hall. No 
harm was done to the exhibit, and | 
‘no harm could be done to the| 
youngsters, as their father was 
standing there...one of the top 
atomic energy scientists from Oak 
Ridge. 

“General Dynamics was horri- 
fied when a 6’ model of the U.S. 
Nautilus disappeared from its 
exhibit. After all sorts of security 
|searches, it turned up on Lake 
Lucerne. Turned out a French 
designer had been working on the 
project, was dissatisfied with part 
of it, and walked out with the 
model under his arm.” 


KOMO Names NBC Spot 
NBC Spot Sales has been ap- 


pointed to represent KOMO and 


et dat” 
pst 
=f 


KOMO-TYV, Seattle. Both stations 
formerly were handled by George 
P. Hollingbery Co. This gives NBC 
Spot Sales 11 tv and nine radio 
stations. 


Bellante Joins Sullivan, Stauffer 


Charles B. Bellante, previously 
with Soundmasters, has been ap- 


/pointed technical director of tele- 


vision films for Sullivan, Stauffer, 
Colwell & Bayles, New York. 


KCMO.-TV to Join CBS-TV 


KCMO-TV, Kansas City, Mo., 
will replace KMBC-TV as the 


‘Kansas City affiliate of CBS Tele- 


vision, effective Sept. 28. 


SSCSSSSSSESSSSSSSCSSSESCCESCSEOEOEE 
NEW FACES orf i955 
**BULLARD’S AtPHABETS"’ 
NEW BOOK IS AD MAN’S PERFECT TOOL 
536 12x9 loose leaf pages, 2200 type fonts, 
complete alphabets 4 to 144 pt., Lino, 
Mono, Ludlow, Foundry, photo lettering, etc. 

«Write Dept.AD for FREE booklet 
HOWARD O. BULLARD, INC. 
_& BOF. RAPHE R S 
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150 VARICK ST., NEW YORK 13 © AL 5-1770 
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Billion Della Valley 
‘4 

¥ NOT COVERED BY LOS ANGELES Y 

AND SAN FRANCISCO NEWSPAPERS 


California’s Billion Dollar Valley lies inland — isolated from 
distant Coast cities by mountains. This independent, self- ¢ 
contained area is bigger in area than Michigan, has more 
population than Colorado. 

Valley families have over $3 billion in spendable income 
(more than San Francisco and Oakland combined), account 
for over half of California’s gross farm income. You’re not 
selling California unless you’re selling the Valley. And to 
cover it in depth, you need the three Bee newspapers, each 
the strong local favorite in its part of the Valley. 


* 1955 Consumer Markets 


M<Clatchy Newspapers 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 
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Reprints available from KCBS 


This is San Francisco... 


where if you have something to advertise to men, don’t 
forget KCBS on Saturdays and Sundays. Men represent from 
29 to 49% of our big weekend audiences, and “weekend only” 


advertisers get equally favorable rate discounts. 


KCBS 


50,000 WATTS 


Represented by CBS Radio Spot Sales 


Fish Marketing on 
West Coast Will Be 


is Studied by College 


CORVALLIS, Ore., Aug. 23—A 


™ |$50,000 study of the marketing of 
»|fish in California, 


Oregon and 
Washington will be made by Ore- 
gon State College under a contract 
signed recently with the U. S. Fish 
& Wildlife Service. The study will 
take 18 months and will be direct- 
ed by S. Kent Christensen, market- 
ing economist. 

The study will cover six leading 
fish species—tuna, salmon, halibut, 
rockfish, sole and crab—whether 
handled as fresh, frozen, or canned. 
The effort will be directed, the 
college said, toward the reasons for 
weakness in price of these fish at 
various times during the past three 


» | years and toward steps to strength- 
"jen the markets. 


Economists taking part in the 
task will survey at least 2,000 
households, 150 wholesalers, and 
250 retailers in the three coastal 
states. Consumer preferences and 
dissatisfactions will get particular 
attention. One phase of the study 


sj will also look into the effect that 


good supplies of red meat may 
have on markets for fish. 


Detergents’ Dollar Value 
Gains 5%, Producers Report 


Sales of soaps and synthetic de- 
tergents for the first six months of 
this year were approximately the 
same in tonnage but up about 5% 
in dollar value over the same peri- 
od in ’54, according to the Assn. of 
American Soap & Glycerine Pro- 
ducers. 

Synthetic detergents, represent- 
ing about 62.5% of the market, had 
reported sales of 1,097,567,000 
pounds valued at $254,395,000 as 
against 1,021,146,000 pounds val- 
ued at $232,432,000 last year. Liq- 
uid synthetics gained 26.6% in 
dollar value and 26% in pounds. 
Tonnage sales for soaps were off 
9.4% this year, with a decline in 
dollar value of 2.1%. 


Fixture Co. to Hirsch, Tamm 

American Fixture & Mfg. Co., St. 
Louis, has appointed Hirsch, Tamm 
& Ullman, St. Louis, to handle its 
advertising and promotion. An ex- 
tensive trade publication cam- 
paign is being planned. Westheim- 
er & Block, St. Louis, formerly 
handled the account. 
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Videodex Top Ten Multi-Weekly Shows 
June 25-July 1, 1955 
Copyright by Videodex Inc. 


Rank Program Rating 
1 Howdy Doody (Participating, NBC)  ..........ccccccscscsssseessenseeseserseeseeesees 18.7 
2 ee sss scpaddadnotslies 17.5 
3 Dinah Shore (Chevrolet Dealers, NBC) ................: Fa hh iein iaiimieheicee ecediaaiiaian 16.1 
4 ee asad ca vicnin aah bushadvaeibaenaecoetusincasencipagiabenesesiiitinks 16.0 
5 en IY YO IE 0 SLs «ics vestipnwonncusnbeauconibianedsbeccenbisibe 14.9 
6 Arthur Godfrey (Participating, CBS) ............ccccccsccesesesseesesseesenseensensenee 13.6 
7 Big Payoff (Colgate-Palmotive, CBS) ...........:.cccsssesssseesecerestereseeneeenseneeeees 13.3 
8 RR Ry I sepeh tectdestnprsnentepscctcncccinccessecsessstionbossnpnastenencessnsnnnsternccsenee 13.1 
9 VeRND GTI, FEBE) onvcicssescresccescsccccsccsorensosiesorccnnvcnsoenconeasesnesesoe 12.8 

10 CRS Mawes (Participating, CBS) ....cscccccccscscserccsscsassccsscsecescsccsessossessossesseses 12.4 


Ekco Buys Shore Machine 

Ekco Products Co., Chicago 
housewares manufacturer, has pur- 
chased Shore Machine Corp., New 
York, maker of ice cream scoops, 
paddles and packaging containers. 
The purchase, for an undisclosed 
sum, includes equipment, inven- 
tories, patents, trademarks and 
good will. Ekco will move the man- 
ufacturing operation to its plant 
in Byesville, O., and a new hotel 
and restaurant group will sell the 
Shore products to jobbers, along 
with other hotel and restaurant 
merchandise manufactured by Ek- 
co. 


Kaufman, Ridgeway to ARB 


The American Research Bureau 
has appointed Herbert S. Kaufman 
and Rupert R. Ridgeway to the ex- 
ecutive staff of its research de- 
partment at College Park, Md. Mr. 
Kaufman has spent the past two 
years in Army Counter-Intelli- 
gence. Mr. Ridgeway recently com- 
pleted three years of Navy service, 
and prior to that was with Tele- 
Que, West Coast television audi- 
ence survey organization, which 
joined forces with ARB several 
years ago. 


McMurran Joins Landor 


John P. C. McMurran, formerly 
advertising manager of Marlo 
Packing Corp., San Francisco, has 
joined Walter Landor & Associates, 
San Francisco industrial designer, 
as executive assistant to the presi- 
dent. 


Keefe to Waldie & Briggs 
Waldie & Briggs, Chicago, has 
appointed James E. Keefe to its 
account management staff. Mr. 
Keefe formerly was a field sales 
representative of Minnesota Mining 


|& Mfg. Co. 


Fred Kline, Len Simpson 
Form PR, Publicity Company 


Fred W. Kline has resigned as 
president of Walter E. Kline & As- 
sociates, Hollywood, to form a new 
public relations and publicity or- 
ganization, with Len Simpson, 
Kline-Simpson & Associates. Mr. 
Simpson is a former newspaper- 
man and studio publicist. 

The new company will be have 
offices in the Lawyers’ Bldg., 
Hollywood, and will service both 
commercial and entertainment ac- 
counts. 


Wolcott to McCann-Erickson 


Helen Wolcott has been ap- 
pointed home economist in charge 
of the test kitchen of McCann- 
Erickson, Chicago. Miss Wolcott 
formerly was assistant director of 
the home economics department of 
the National Live Stock & Meat 
Board, Chicago. 


Kelley Nurseries to Kleppner 

Kelly Bros. Nurseries Inc., Dan- 
ville, N. Y., has appointed the 
Kleppner Co., New York, to han- 
dle its advertising. Newspapers and 
selected national magazines will be 
used. 


WHAT? 
NO AD INDEX? 


We don’t need one. Everything’s visible In 
the fast-reading twice-menthly tabloid of the 
plumbing-heating-alrconditioning field, even 
the ads. If your ad Is being buried in fat 
monthiles, get resurrected! Try THE CON- 
TRACTOR. 


™ (Contractor 


PLUMBING * HEATING 


AIR CONDITIONING ¢ APPLIANCE 
Grand Central Terminal Bidg., N.Y. 1, N.Y. 


PURCHASING NEWS is published exclusively for 
Purchasing Men in METALWORKING PLANTS 


== 
= 
E 


What are YOU Selling 
to Metalworking Plants? 


e If you are selling Plant or Production Supplies— 


the vitally important role of Metalworking Purchas- 
ing Men in buying such products is well known to 
you, to your salesmen and to your distributors. 


e If you are selling Components or Materials—you 


® Advertising in 


the fast, economical way to give essen- 
tial information about your Supplies, 
Components or Materials to 12,000 


ROGERS PUBLISHING COMPANY 


New York * Cleveland « Detroit « Chicago * Los Angeles 
Executive Offices: Englewood, Colorado 


Publishers of PURCHASING NEWS and its “Partner in Progress” DESIGN NEWS 


PURCHASING NEWS is 


know that Metalworking Plants constitute the huge 
Original Equipment Market. Your salesmen will tell 
you... that Metalworking Purchasing Men are com- 
petent and understanding. ..that they have atleast 
a working engineering knowledge, and that many 
are actually engineers...that Purchasing is the 
source of ‘‘passports’’ to Engineering...that 
Metalworking Purchasing Men act as mediators in 
reconciling the needs and wishes of Engineering, 
Production and Sales. That’s Purchasing’s job. 


Purchasing Men in Metalworking. The 
cost is “peanuts” when measured against 
the increased efficiency and effective- 
ness of your sales operation. 
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ARF’s 


Hart—Student of Man—Calls for 


More ‘Pure’ Research into Marketing 
New York, Aug. 23—William A.|see it,” Mr. Hart said, “is to get 


Hart, who retires Aug. 31 after 31 
years as advertising director of E. 
I. du Pont de Nemours & Co., and 
who will become president of Ad- 
vertising Research Foundation on 
Nov. 1 (AA, Aug. 8), told AA that 
he never had any fear of retire- 
ment. 

“ARF will get my full attention 
as long as is necessary,” he said. 
“I will take no consulting assign- 
ments. 

“But in my spare time I expect 
to travel and to get a degree in 
anthropology.” 

“Why anthropology?” 

Mr. Hart laughed. 


=" “For two reasons,” he said. 
“First, as Alexander Pope said, 
‘The proper study of mankind is 
man,’ and anthropology embraces 
the study of man and all of his 
works in all phases. It interests me. 

“Besides,” he added, “when I 
tell people that I’m going to work 
for a degree in anthropology most 
of them have no idea what I’m 
talking about. I find it’s good for 
my ego.” 

Asked whether the presidency 
of ARF is a paid job, Mr. Hart 
said yes. “But the method of com- 
pensation in my case still has to 
be worked out,” he said. He has no 
agreement to serve for any stipu- 
lated time. 

“It’s too early to say what new 
directions ARF will take,” he said. 
“I want to study many aspects of 
the situation before committing 
myself in any way. 


= “But I am hoping to persuade 
my colleagu¢s that more non-media 
type researcimis needed. 

“Industry is accustomed to spend 
money for product and process re- 
search. It will spend more money 
for marketing research if the re- 
search projects are sound and 
properly presented for manage- 
ment approval. 

“There’s no such thing as too 
much marketing research,” Mr. 
Hart argued. “Management needs 
more basic facts and better criteria 
for evaluating advertising as a 
marketing tool. 

“I have accepted the presidency 
of ARF as a challenge and an op- 
portunity,” he said. “I believe the 
experience I have had over the 
years as advertising director of a 
large corporation and as chairman 
of Audit Bureau of Circulations 
and president of the Assn. of Na- 
tional Advertisers will enable me 
to bring to ARF a point of view 
and a background that will be 
helpful in many ways. 


® “The essence of the matter, as I 


“IT will take no consulting assignments. 


people to see a problem as broadly 
and deeply as possible, and to 
‘reach a meeting of minds for 


working out solutions. It sometimes 
takes a long time to make progress 


“I’ve never had any fear of retire- 
ment...” 


through committees and associa- 
tions. But that’s the only way true 
progress can be made in human 
affairs.” 

Mr. Hart said that he has had 
great satisfaction in association 
work. He admits that association 
work can be frustrating—‘‘but 
only,” he insists, “for people who 
don’t like people.” 

Commenting on some of the 
highlights of his experience as ad- 
vertising director of Du Pont, Mr. 
Hart said that the toughest job 
he ever had was in October, 1924, 
when he took over the job and 
found that he had to assemble data 
and information needed for setting 
up all of the company’s advertising 
budgets for 1925. It had to be done 
in a matter of a few weeks. 

It was hard work and required 
a lot of night effort. That year Du 
Pont’s advertising budget was just 
a little over $1,000,000. The com- 
pany’s current budget, Mr. Hart 
said, is over $21,000,000. 


® Another highlight in his adver- 
tising career, he said, was in 1936 
when he recommended that Du 
Pont embark upon a radio adver- 
tising campaign, “Cavalcade of 
America.” For an industrial com- 
pany to advertise its name to the 
general public was considered rad- 
ical pioneering in those days, he 
said. 

That same year, Mr. Hart 
launched Du Pont’s first attitude 
study, which was conducted by the 
Psychological Corp., and in which 
several other companies with un- 
recognizable products participated. 

That was also the year that the 
now famous Du Pont slogan, “Bet- 
ter things for better living through 
chemistry,” began to be used in 
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ARF will get my full attention...” 


all of the company’s advertising. 
The slogan was something that was 
evolved by a number of people 
over: a period of time, Mr. Hart 
said. “It would be difficult to say 
whose brain child it was or how 
it came to take its final form.” 


® Concerning his successor, Wal- 
lace E. Gordon (see Page 38), Mr. 
Hart said that Mr. Gordon should 
be given the opportunity to speak 
for himself. “He is a very compe- 
tent and charming man, and knows 
a good deal more about advertising 
than some people seem to think,” 
Mr. Hart said. 

As previously reported, Mr. Gor- 
don joined the Du Pont organiza- 
tion as a research chemist in 1933 
after taking his doctorate in organ- 
ic chemistry at the University of 
Michigan, and is currently assis- 
tant director of sales of the com- 
pany’s Grasselli chemicals division. 

Asked whether he intended to 
move to New York, Mr. Hart 
said he would continue to reside 
in Wilmington. “But I will spend 
as much time in New York as ARF 
requires, especially this fall.” 


® There are many unexplored 
areas that need looking into by ad- 
vertising research, Mr. Hart be- 
lieves. He also believes that there 
are many areas where colleges 
and universities could undertake 
projects in cooperation with ARF. 
He hopes to be able to interest ad- 
vertising research people in what 
he calls “more pure research or ex- 
perimental work in uncharted 
areas.” 

These are ideas that have to be 
worked out and clarified, he ad- 
mits. But he expects to spend a 
good deal of his time from now on 
“thinking, studying and discussing 
ways and means of helping to make 
ARF an efficient and effective tool 
in advertising and marketing re- 
search.” 


Thor Buys Two Yule Tree 
Ornament Manufacturers 
Thor Corp., Chicago washing 
machine maker, has entered the 
Christmas tree glass ornament 
field through the purchase of Max 
Eckardt & Sons and K. & W. Glass 
Works, New York ornament man- 
ufacturers. Purchase price was not 
disclosed. The companies have four 
plants in New Jersey—in Hoboken, 
North Bergen and West New York. 
Present management of both com- 
panies will be retained, Arnold 
Maremont, Thor chairman, said. 
Thor told AA in July that it was 
in the midst of expanding, and that 
negotiations were under way for 
the purchase of several companies | 
(AA, July 11). The company re-| 
cently closed its Cicero plant and) 
signed an agreement with Avco | 
Mfg. Co. for production of a new) 


advertisers. 


‘Current Deals and Offers 


Listed below are a variety of offers by advertisers taken from the 
Thursday, Aug. 18, issues of newspapers in ten cities. The ten are wide- 
ly scattered geographically and are used often by advertisers as test 
markets. For that reason, ADVERTISING AGE feels that offers listed here 
give a fairly representative sample of deals that are being offered by 


The newspapers used here are the Kansas City Star, Chicago Daily 


News, Charlotte News, Sacramento Bee, Washington Evening Star, 


newspapers in those cities. 


Product or Store Ad Size 


Boston Traveler, Detroit News, Houston Chronicle, Dallas Times Herald 
and Knoxville News-Sentinel. Since many of these offers are national 
and tend to appear in many of these newspapers on the same day, 
whenever an offer is listed for the first time all the other cities in 
which it appears are given. These offers are not listed again for the 


Offers 


Kraft Italian dressing 


Kraft mayonnaise 


Kitchen Klenzer 


Chase & Sanborn instant 
coffee 
Hellmann’s mayonnaise 


7x300 
4x125 
Wesson Oil 6x160 
4 Fisherman frozen 


scallops 
Sweetheart soap 


3x160 


5x115 


Fab detergent 


Goodyear Service Store 6x225 


Lucky food stores Page 


6 Famous Food Markets Page 
White King detergent 
Perma Starch 
Snowdrift shortening 


7x250 
2x100 
8x300 


Wish-Bone Italian salad 
dressing 
Red L frozen foods 


Strongheart dog food 


Canada Dry root beer 5x200 


Duke’s mayonnaise 


Taste O’Sea frozen 
fish sticks ° 
Gladiola flour 


Highland Appliance Co. 


Offers from this paper described above. 


Knoxville News-Sentinel | eine 
2x95 Labels worth money for church, PTA or charity 


P Boston Traveler : 
5x195 10¢ off giant size, 5¢ off large size. 


Sacramento Bee 
Buy appliance advertised, get $43.95 outdoor 
gym free. 

Deposit entry blank at store, get chance to win 
trip to Hawaii. 

Deposit entry blank at store, get chance to win 
trip to West Indies. 

Coupon worth 10¢ in ad. 

30¢ off regular price. - 

Send in strip from can with 75¢, get pair of 
stretch nylons. 


Washington Evening Star 
4x145 Buy one bottle, get second for l¢. 


Houston Chronicle 
2x170 5 pieces of stainless table ware for $1 plus 
wrapper. 
5x195 Coupon worth 15¢ in 5-lb. bag. Also in Dallas. 


: Dallas ‘Times Herald 


Kansas City Star 
5x185 Buy one bottle, get second for 1¢. 


groups. 
McCormick tea bags 4x145 $2 pitcher for 89¢ with purchase of McCormick 
~ tea. Also in Chicago, Houston and Washington. 


2x145 Premium offer on label. 


Chicago Daily News 
Coupon worth 25¢ in ad. Also in Boston. 


Send in entry blank in ad plus label, for chance 
to win tickets to Bears-Browns football game. 
Save 20¢ on two pints, 35¢ on two quarts. Also 
in Boston and Sacramento. 

Save 10¢ on package. 


Buy 3 cakes, get one for l¢. 


2x85 Send in entry blank to win trip to Europe plus 
$500 in cash. 
5x175 Send in three labels, get back 35¢. 


Charlotte Observer 
“Flavor of the month” offer. Buy family-size 
bottle of ginger ale at regular price, get bottle 
of root beer for a nickel 

3x130 10¢ off quart size, 5¢ off pint size. 


Detroit News 
7x205 Free power lawn mower with purchase of 
Norge gas range, free portable CBS Columbia 
radio with purchase of CBS tv set. 


announcing the purchase of the or- 
nament makers, Mr. Maremont 
said that although Thor was foun- 
ded to manufacture washing ma- 
‘chines, the company is not limited 
to the home appliance field. 


Schield Bantam to Buchen 


Schield Bantam Co., Waverly, 


Ia., maker of truck and crawler 


duced this fall (AA, March 7). In| 


has placed its account with Buchen 
Co., Chicago. Ambro Advertising 
Agency, Cedar Rapids, formerly 
had the account. 


Crosley Promotes McLean 
Scott McLean has been ap- 
pointed eastern sales manager of 


‘Crosley Broadcasting Corp., Cin- 


cinnati. Mr. McLean has been an 
account executive in the company’s 


|New York office for the past five 


Thor automatic washer to be intro-| mounted cranes and excavators, years. 


“Association work is frustrating only if you don’t like people...” 
Photos by Syd Schonbrunn of Schonbrunn-Ives 


“There’s no such thing as too much mar- 
keting research...” 
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‘Grocer’ Appoints Brown 


trict sales manager of Scott Paper | Grocer. 


Co., has been appointed Chicago, 
Curtis W. Brown, formerly a dis- | sales representative of Progressive 


have you 


(Continued from Page 2) 


DOWN BEAT now has a new broader appeal—new em- 
phasis on classical and pops, new interest for fans . . . 
plus the “guts” that make DOWN BEAT the jazzman’s 
hymnal. DOWN BEAT does more than ever for your prod- 
uct. If you haven’t seen it lately, request an inspection 
copy, today. 


Write today for complete market information! 


DOWN BEAT 


2001 Calumet Ave., Chicago 16, Ill. 
Everything in the World about the World of Music 


a maher 
my) publication 
Publishing since 1934 


Down Beat —- Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radie y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Radic y Articulos Electrices Catalog File — Bebidas Annual Direetory 


ly that “we have always tried to 
get American News distribution on 
a local basis.” Now that ANC has 
reversed its old across-the-board 
policy “we intend to take advan- 
tage of it,” he said. 

He admitted that Hearst has 
made “a half-dozen transfers” to 
_ANC, and promised more “should 
| we find territories where more ef- 
'ficient distribution can be ob- 
tained. 


| “There are incompetent whole- 


salers among you,” he warned the 
independents. 


® Art Marchand of Atlas Maga- 
zines Inc., New York, agreed. “The 
independent distribution giant has 
been a pretty sick and sorry-look- 


Batile Brews in Newsstand Sales 
as American News Enter Local Fray 


ing animal these past several 
years,” he told the Mid-American 
group. Except for a few cities, he 
said “all of you have had a virtual 
monopoly...Some grew more ar- 
rogant and inefficient every year— 
like the ANC used to be,” he 
charged. 

As for Atlas: “We have been 
surveying every area, and where a 
change is indicated we’ll make it. 

“Competition is a force you 
should welcome joyfully,” he 
summed up. 

A Macfadden Publications rep- 
resentative denied rumors that 
Macfadden is making any big 
change to American News Co. But 
he also suggested possible moves in 
that direction, and he challenged 
the independents to “meet the new 


¥ decorating 


‘cover’ 23,000 = 


oh 


IMPORTANT 
CLOSING DATE: OCT. 5TH 


Make your space reservation today! 


-fupnishing and 


AMERICAN MOTEL’s November “Furnishing 


and Decorating” issue is designed to accomplish a 


two-fold purpose through its idea-packed, sales-con- 


ditioning editorial presentation. For the reader: an 


awakening of the urgent need for expert architectural 


advice when undertaking motel design, and con- 


versely, the remedial decorating efforts to be fol- 


lowed if expert architectural advice is not used. For 


the manufacturers of motel furnishings and decorat- 


ing materials: a golden opportunity to cash in on the 


enthusiasm and buying interest generated through 


this hotter-than-hot editorial feature. A tie-in ad 


affords you an opportunity to register your product 
story with motel operators while they’re in a mood 


to buy. And remember—this issue is guaranteed to 


produce a tremendous amount of reader interest— 


in direct proportion to its importance as a vital in- 


dustry subject. 


Why not let this issue work for you . . . it'll pay 
its own way in ADDITIONAL SALES! 


Simervican Mol 


@mMAGCAZINE 


PATTERSON PUBLISHING COMPANY 


5 South Wabash Avenue, Chicago 3, Illinois 


NEW YORK . 
LOS ANGELES . 


SAN FRANCISCO . 


MIAMI 
DALLAS 
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ANC pace.” 


® Biggest exception to this general 
position was that taken by S-M 
News Co., representing six pub- 
lishers. In a _ closed meeting, 
S-M reportedly told the independ- 
ents it would stand by them “as 
long as you do the job.” 

As for Mr. Palmer’s call for a 
national independent wholesalers’ 
organization, that seemed to be de- 
veloping at any rate, one cluster of 
wholesalers took to the convention 
floor to propose some such organ- 
ization—to contact all publishers 
using newsstands, find out from 
them which independent whole- 
salers are not functioning proper- 
ly and take steps to improve serv- 
ice in the delinquent territories. 

The organization would also ask 
publishers to give it warning before 
making any further shifts to Amer- 
ican News Co., it was proposed. 


U.S. May Back 
$3,000,000 Push 
for Sheep Men 


(Continued from Page 3) 


ers Assn.; National Wool Market- 
ing Corp.; National Grange; Na- 
tional Farmers Union; National 
Livestock Producers Assn.; Ohio 
Sheep Improvement Assn., and Pa- 
cific Wool Growers. Provision is 
made for other organizations to be- 
come members of the council. 
While the government has as- 
sisted in promotion efforts for 
many products in temporary emer- 
gency situations, the proposed wool 
and lamb promotion plan is a de- 
parture from any assistance pro- 
gram developed in the past. 


= At the Agriculture Department 
and in the bureau of fisheries of 
the Department of Interior, gov- 
ernment funds have been used 


chiefly for one-shot public rela- 
tions materials to move surplus 


foods. 

Under the plan, the actual con- 
duct of the campaign, including 
the hiring of an advertising agency 
and contractual relationships for 
public relations services and for 
time and space, would be handled 
by the council. 

However, all promotion plans 
would be subject to continuing re- 
view by the Secretary of Agricul- 
ture. 

The contract specifies, “The 
council shall from time to time de- 
velop and submit to the Secretary 
for approval advertising and sales 
promotion programs and support- 
ing budgets for wool and lambs 
and the products thereof and such 
amendments thereto as may be 
needed. 


® “Each such submission shall de- 
scribe among other things the plan 
of operation and the benefits to 
be derived on a national basis by 
producers, commodities to be pro- 
moted, the proposed media and 
methods which the council intends 
to use in advertising and otherwise 
promoting (including related edu- 
cational and developmental activi- 
ties) the sale of wool and lambs 
and the products thereof. 

“After such program and bud- 
get have been approved by the 
Secretary, and in accordance there- 
with, the council will enter into 
such agreements with advertising 
and promotional agencies, radio 
and television stations and others, 
will employ such personnel and 
will take such other action as the 
council deems appropriate or nec- 
essary to effectuate such pro- 
gram.” 

The contract, which runs until 
June 30, 1962 (unless cancelled), 
provides for semi-annual reports 


to the Secretary. 
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This Week in Washington... 


PR Lapses in Proxy Fights Frets SEC 


By Stanley E. Cohen 
Washington Editor 

WasuHincTon, Aug. 25—-The use 
of public relations techniques in 
proxy fights is worrying the Se- 
curities & Exchange Commission. 
This week SEC Chairman J. Sin- 
clair Armstrong said the commis- 
sion may go to Congress next year 
and ask for additional power to 
curb some of the material that is 
used. 

While SEC requires that all par- 
ticipants in proxy fights file their 
statements and solicitation materi- 
als, in the past two years there 
have been numerous instances 
where statements have been is- 
sued which do not meet the com- 
mission’s concept of fairness and 
truthfulness. Recently, SEC went 
to court in the Libby, McNeill & 


[Stickin Around 


with KLEEN-STIK 


By Gum, It’s Wonderful! 


What’s wonderful? KLEEN-STIK, 
of course! This modern method of 
adding “‘stickability”’ to P.O.P. ad- 
vertising actually inspires clever 
ways to get more sales messages 
posted . . . makes displays get up 
and sell! Lookit these inspired uses: 


Sure Cure for ''Gum-itis”’ 


These novel ““Gum Dis 1’ pads 
by WESTERN PRINTING CoO., 

ulsa, solved a ‘“‘sticky’’ problem 
for restaurants and cafes. Pads of 
50 are backed with super-stickin’ 
KLEEN-STIK —easy to peel and 

ress in place on table tops, napkin 
celiing, counters, and similar 
spots. The eight amusing “‘char- 
acters” not only keep gooey wads 
off the underside of tables and 
chairs, but also carry a “‘plug”’ for 
Western’s printing services. This 
“slik trik with KLEEN-STIK”, 


sparked by Western’s CURTIS L. 
CORY, won honorable mention in 
the Printers & Lithographers Self- 
Advertising Contest. 


Cake. % mae {ay 
"Bullseye"’ for BORDEN’s 


To boom sales for a whole ‘‘family’’ 
of BORDEN ’s dairy products, ad 
agency TRACEY-LOCKE, INC. 
(Dallas and Houston) conceived 
this Day-Glo-bright idea of por 
and-press ice-box stickers. Each 
product is promoted on an indi- 
vidual miniature poster, encour- 
aging retailers to feature the whole 
flock on a single cooler. pee | 
pe in one color, with a seco 

in “DAY-GLO”, si 

LEM RAMSEY CoO. of Dallas. 
Strips of handy KLEEN-STIK 
“Dp” TAPE (cup lied by CAR- 
PENTER PAP CO.) are at- 


tached right in the printer’s post, 
to hold the flashy display job “on 
the job.” 


Don’t get “‘gummed up” for lack of 
a selling idea. Just shuffle through 
the stimulating ‘‘Idea Kit’’ of 
KLEEN-STIK samples your regular 
printer or lithographer can show 
you. Or write for our free “‘Idea-of- 
the-Month”’ service to start things 
poppin’ in your own head! 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue * Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 


Libby proxy fight to stop the dis- 
tribution of certain materials used 
by a stockholder group. 

Insurgents are not the only of- 
fenders, however. In some cases, 
Mr. Armstrong said, companies 
have taken advantage of the fact 
that the annual report to share- 
holders is not under SEC supervi- 
sion, and have used this report 
as a vehicle for representations, 
argumentation and _ accusations 
which do not meet the standards 
of the rules. 

Aside from clarity and fairness, 
SEC wants to have authority to 
ban proxy material which con- 
tains other objectionable features 
such as insupportable predictions 
as to future earnings or innuendos 
which discredit a person, or im- 
pugn character in the absence of 
facts which support the state- 
ments. 

e . e 
Transient Farmers: No wonder 


the revision of mailing lists is an 
‘endless job. According to data 


turned up by the Federal Reserve 
Board in its annual survey of con- 
sumer finances, half of all the non- 
farm families in the U.S. have 
occupied their current living quar- 
ters less than five years. 

While there were a third more 
non-farm families who owned 
their own homes in early 1955 
than in 1948, the Federal Reserve 
Board said the proportion having 
plans to purchase or buy within 
the next two years was larger 
than the proportion with similar 
plans in any of the three preced- 
ing annual surveys. 

The number of mortgaged homes 
increased from 8,700,000 in early 
1949 to 13,200,000 early this year, 
and the percentage of owner-oc- 
cupied homes with mortgages in- 


creased from 45 to 54%. Mortgages 


have increased in size more rapidly 
than home values, the Federal Re- 
serve Board said. In early 1955, 
three in ten mortgages equaled 
60% or more of the owner’s esti- 
mate of the value of the home, 
compared with two in ten in early 
1949. 
e + e 

Poor Non-Affiliate: A new sur- 
vey by the Federal Communica- 
tions Commission confirms what 
the experts have been saying: 
That network affiliation is the key 
to success, and the distinction be- 
tween v.h.f. and u.h.f. tends to dis- 
appear once the NBC or CBS pro- 
grams are available. 

Covering the first ten months of 
1954, the survey shows that 102 
out of 144 post-freeze v.h.f. sta- 
tions operated profitably and only 
35 of 122 u.h.f.s., while 83 of the 
101 v.h.f.s and 26 of the 42 u.h.f.s 
with NBC or CBS were in the profit 
column, 23 of the 42 v.h.f.s and 42 
of the 49 u.h.f.s without NBC or 
CBS were in the red. On June 
4, 1955, all but one of the 144 post- 
freeze v.h.f.s were still operating, 
but 31 of the 122 u.h.f. stations 
had given up. 

. » e 

Postal Rate Warning: Postmaster 
General Arthur Summerfield ts 
making it clear that he will be 
back after postal rate increases 
next year, regardless of the fact 
that it is election year. 

In a speech before the National 
Rural Letter Carriers Assn. he 
claimed postal deficits had been 
reduced to $325,000,000 by last 
June 30, but will be increased by 


_ $200,000,000 this year because of 
/pay increases and employe bene- 


fits voted by Congress. 
“Everyone knows that the nickel 
phone call, the 5¢ cigar and the 
10¢ loaf of bread are just fond 
memories today,” he observed, 
“and yet, letters are still 3¢... 
the same as they were in 1932. 
“I for one shall never cease in 


REDESIGNED—Simoniz Co., Chicago, 
has redesigned the Ivalon sponge 
package as a first step in market- 
ing the product which it acquired 
earlier this year (AA, Feb. 21). 
Heavy tv and print advertising will 
back the product. Tatham-Laird, 
Chicago, is the agency. 


my efforts to put the Post Office 
Department on as nearly a self- 
supporting basis as is practicable. 
I believe most emphatically that 
the users of the mail should pay 
their way. I believe the uncon- 
scionable system of passing our 
postal deficits on to our children 
and their children to pay should 
not be permitted to continue.” 
* . * 

Ike on Bikes: President Eisen- 
hower went along to a consider- 
able degree with the Tariff Com- 
mission proposal for higher duties 
on imported bicycles, but his lack 
of enthusiasm for the action stands 
out in the message he sent to con- 
gressional leaders. 

“The American industry is 
showing encouraging signs of 
stirring to meet the challenge of 
competition from abroad,” he 
wrote. “It is improving its tech- 
nology and appeal to consumer 
tastes. 

“The newly developed middle- 
weight bicycle now being produced 
in increasing quantities is an ex- 
ample. In my judgment, these de- 
velopments, rather than interven- 
tion by government, are the do- 
mestic industry’s real hope for the 
future.” 


Five Join Biow-Beirn-Toigo 

Henry H. Marshall, formerly 
with Ogilvy, Benson & Mather, has 
joined Biow-Beirn-Toigo, New 
York, as a copywriter. Other ap- 
pointments to the agency’s staff 
are: Bob Roberts, formerly with 
Crosley Broadcasting Corp., to the 
television commercial department; 
James A. Gray, previously with 
Stockton-West-Burkhart, space 
buyer in the print media depart- 
ment; Joseph Palastak Jr., pre- 
viously with Foote, Cone & Beld- 
ing, associate director of outdoor 
media, and Charles Standard, for- 
merly with National Broadcasting 
Co., account executive. 


Waring Promotes Newman 
Waring Products Corp., New 
York, has appointed William J. 
Newman Jr. manager of market- 
ing. Mr. Newman, who will be in 
charge of advertising and sales pro- 
motion in addition to continuing 
his activities in market and sales 
analysis, formerly was assistant 
merchandising manager. 


Graham Associates Adds One 
Gilbert & Bennett Mfg. Co., 
Georgetown, Conn., manufacturer 
of welded and woven wire prod- 
ucts, has appointed Hugh H. Gra- 
ham & Associates, New Britain, as 
sales promotion and marketing 
counsel. A promotion program, in- 
cluding advertising, direct mail 
and publicity, is being planned. 
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$10,000 incomes - 33% 


of the people (15 years or older) in households with 
$10,000-and-up incomes, in New York City & suburbs 


are News readers- 


and the high preference of high incomes for The 
News is one startling item in the most comprehensive 
market-media research study ever made in New York 


ile of the millions 
... based on 10,349 personal interviews, made by 
W. R. Simmons & Associates Research, Inc. last 
Fall. Now available only in visual presentation, 
by appointment. Call any New. York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Frozen fruit juice -40% 
of the women in New York City &suburbs, 
who served frozen fruit juice in past month 


are News readers- 


the majority buyers in the New York market of 
coffee, cereals, canned meat, cold drinks, bread, 
frozen fruit juices, ice cream . . . and the largest 
customers for toiletries, apparel, furnishings . . . 
as you'll see in this significant readership study 


Profile of the millions 


summarized in a visual presentation, for agencies | 
and advertisers. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Deterg ont. buyers 3 9% 


of the women in New York City & suburbs who 
used detergents and packaged soap in the past month 


are News readers- 
The 2,290,000 women readers of the Daily News 
include majority customers for food, toiletries, 
clothing, new cars, major appliances, luxuries as 
well as necessities. Be sure not to miss seeing the 


Profile of the millions 


which gives data never before available on the 
market reached by each New York City newspaper. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


You never know, as Eliza said while 
she was crossing the ice. That is, 
you never know for sure until you 
ask Burgoyne. One of our favorite 
bakers of sweet buns and jam tarts 
—andnowisecracks—surprised even 
himself when he took one of the old- 
est staples in the trade, made it a 
little sweeter, a little thicker, pack- 
aged it a little differently, and stood 
by in amazement while it ran clean 
off the tote board. To make sure, he 
commissioned Burgoyne to do a 
panel study in Syracuse, Grand 
Rapids, Cincinnati, Harrisburg, Louis- 
ville, Toledo and Charlotte. The test 
confirmed the preliminary, but 
there’s just one trouble. Nobody can 
keep it in stock for more than five 
minutes. The ravening customers 
knock each other over at the bun 
counter. 


sm”? 


Headline in national magazine: 
“Lower, lovelier.” We like ’em low 
and lovely. So it was an ad for 
furniture. Just for that we'll sit on 
the floor. 


ek ee 


Public-park sign: “Dogs not per- 
mitted.” Next best-seller in the 
bookstalls: “Why Rover Can’t Read.” 


7. ® 


If we were passing out the bouquets 
and accolades today, we would ship 
a belated basket of kudos to Don 
Parsons for his brilliant job with 
the Super Market convention the 
first week of May. Don started, not 
too many years ago, with almost no 
organization; the Institute is now 
doing one of the outstanding jobs 
in the entire food field. 


Row” 8 


Way back when, a group of wise men 
operating under the firm style of 
Lennen & Mitchell ran an ad in 
Printers’ Ink about a bunch of pipe- 
smoking Dutchmen. These here now 
Dutchmen walked around in circles 
and smoked up all the mattress stuff- 
ing between Eindhoven and Den- 
Helder, and when they got finished 
walking and thinking and smoking 
they turned to and built the best 
whatever in all of Holland. Not to 
draw a parallel, say we, lying in our 
teeth: there’s a time to Burgoyne 
and a time to work. Don’t forget the 
first part of the sentence. It’s im- 
portant. Yup, we'll even ask for the 
order. Costs you a three-cent stamp, 
and it’s worth it. Look under the 
adjoining push-cart-lost-in-a-super- 
market-at-midnight and you'll find 
our address. 


BANK BLOG., CINCINNATI 2, OHIO 


(Continued from Page 1) 
P&G, Colgate, Amm-i-dent, Bris- 
tol-Myers and Child-Ent Co., 
Rochester, N. Y. Reportedly there 
are applications pending for others. 

Once a permit has been granted, 
a fluoride dentifrice must contain 
precautionary warnings on the 
carton and tube concerning its use 
by children under six, and by 
adults in areas of fluoridation. 

Here’s a rundown on the activi- 
ties of some manufactures to date: 

Procter & Gamble: With the 
company drumbeaters claiming 
the product has been scientifically 
researched for more than 14 years 
—including use by 2,000 test fam- 
ilies for three years now—P&G 
put Crest toothpaste on the market 
last March (AA, Feb. 21) in Port- 
land, Ore., Rochester, N.Y., and 
Columbus, O. Last month a fourth 
test market was added, Syracuse, 
N.Y. Competitors report seeing the 
dentifrice in other markets, but 
P&G maintains these are the only 
Crest-selling areas at the moment. 

“Triumph Over Tooth Decay!” 
shouts the Crest headline in Sun- 
day and Daily newspapers. “Crest 
toothpaste with fluoristan actually 
strengthens tooth enamel to lock 
out decay,” adds the subhead. Ben- 
ton & Bowles is the agency. 

There are no clear-cut signs 
when P&G will go national with 
Crest. One company official says 
he would be surprised if the na- 
tionwide drive broke in less than 
six months. 

Competitively, but privately, 
P&G makes much of the “great 
difference” between its stannous 
fluoride and the sodium fluoride 
used by others. The sodiums, P&G 
claims, are incompatible with oth- 
er toothpaste ingredients. 

Warner-Lambert: First off the 
ground in 1953’s anti-enzyme pro- 
motions, only to be somewhat sub- 
merged in the rush to overtake its 
Antizyme paste, Warner-Lambert 
—despite P&G’s years of research 
—is first to get in the fluoride 
flurry at the national level. 

Last April, Lambert started test- 
ing what it calls its “Oxalate cam- 
paign” in Seattle, Portland, San 
Francisco, Spokane and Tacoma. 
First national mention of the new 
ingredient was made over the 
“Robert Montgomery Summer The- 
ater,” July 4, and the first national 
magazine ad is running in the Aug. 
27 The Saturday Evening Post. 

Next week the company breaks 
a “pressure” drive in the West 
Coast cities and Philadelphia on 
its new theme and will once again 
use Les Paul and Mary Ford on a 
five-minute five times weekly 
telecast, starting in October. 

“Antizyme... A tooth paste that 
actually strengthens teeth,” reads 
the current promotion. “Not only 
anti-enzyme action, but now safe, 
fluoride-like action protects 12 
to 24 hours with one brushing... 
Builds up strength of teeth day by 
day.” Lambert & Feasley is the 
agency. 


® “It almost sounds as if we're 
trying to jump in on the fluoride 
bandwagon, but we’re not,” one 
Lambert executive says. Lambert 
has found other ions than fluorides, 
called enamel solubility reduction 
agents, which it believes will do 
the same work as a fluoride ion 
and yet are completely safe. 

“You can’t get too much of it, 
and there’s no need for a caution 
label,” says Lambert. 

In Antizyme this “safe” ion is 
| sodium oxalate, an ingredient that 
jactually has been in the product 
since its introduction. But the com- 
|pany says that only recently has 
it received “significant clinical re- 
|ports” which would permit it to 


promote this fluoride-like feature. 
| Block Drug: Crashing into the 


Toothpaste Makers Groom Products — 
for Approaching Fluoride Fandango 


major market with the first addi- 
tive, ammoniation, and a drive that 
made it briefly the No. 2 tooth- 
paste, Block’s Amm-i-dent gath- 
ered further steam with an am- 
moniated chlorophyll—the second 
additive—and took unto itself ad- 
ditive number three when it be- 
came’ an ammoniated, chlorophyll 
anti-enzyme two years ago. 

Slipping in its share-of-market, 
Block is now in the thick of the 
advance fluoride fanfare. Super 
Amm-i-dent with fluoride hit the 
test market a few weeks ago. 

It’s now in Omaha, Grand Rap- 
ids, Toledo, Indianapolis and Co- 
lumbus plugging hard at the theme, 
“At last, freedom from tooth de- 
cay. Magic of fluoride now cap- 
tured in amazing new ‘Super’ tooth 
paste.” Harry B. Cohen Advertis- 
ing is the agency. 

The company says it will prob- 
ably be the first of next year be- 
fore things really begin to roll 
fast on Super Amm-i-dent. 


® Most other toothpaste moguls 
may be poised near the edge of 
the fluoride ledge, but are coy 
about their intentions. 


Colgate-Palmolive Co.: While 
Colgate has received an FDA per- 
mit to market a fluoride, a product 
of that type, if it is around, 
doesn’t seem to have been spotted 
by observers. In the meantime, 
the company continues testing its 
Brisk regular cosmetic-type tooth- 
paste, currently on sale in Syra- 
cuse and Louisville. 

In the past year, Brisk meant 
different products in different 
areas, but for the moment the den- 
tifrice seems to be a tasty cosmetic 
cleaner as much as anything else. 
William Esty Co. is the agency. 

Bristol Myers says it has experi- 
mented with fluorides, is “watch- 
ing the situation very closely” like 
all other manufacturers and is 
“prepared to enter the field when 
and if we see fit.” 

Some observers say not too 
many moons will have passed be- 
fore B-M does see fit and that 
Sentry is a likely name for its 
contender. 

Lever Bros. does not have a 
flouride in the market and is still 
toying with Shield, the antibiotic 
on test market for some time, and 
currently in Binghamton. 

Of the big three in the tooth- 
paste field, Lever apparently is 
the only outfit that has not applied 
to FDA for a fluoride permit, 
though it is reliable reported to be 
working on an entry. Foote, Cone & 
Belding is the agency. 


® If public acceptance of fluorides 
is established and stabilized by the 
pioneers, and the rest of the den- 
tifrice manufacturers take the 
plunge, the majority may well end 
up scrapping for a small and cost- 
ly piece of pie. 

Three toothpaste brands—Col- 
gate, Gleem and Pepsodent—dom- 
inate more than three quarters of 
the market at the moment. Add 
Ipana to this, and in these four 
brands are to be found something 
like 85% of U. S. toothpaste sales. 

The rest of the toothpaste mar- 
ket, estimated at around $100,- 
000,000 at the manufacturer lev- 
el, and between $138,000,000 and 
$155,000,000 at retail, is split 
among dozens of other manufac- 
turers. 


® On the happy side of the ledger 
is the report that the dollar volume 
in toothpastes has nearly doubled 


estimated at 89% ahead of 1948, 
and while credit is given to such 
things as higher standards of liv- 
ing, greater distribution and oral 
hygiene promotion, the feeling per- 


SaEOETENEpE matey: ee ee ae See 


Advertising Age, August 29, 1955 


NEW HALF-PINT FLASK—Glenmore Distillers Co., Louisville, will intro- 
duce in September this half-pint flask of Kentucky Tavern with 
a one-ounce, gold-plated jigger can. The flask is the second new 
package introduced by Glenmore this year; a half-gallon Captain’s 
Decanter of Kentucky Tavern was introduced in June. No special 
advertising is planned for the new flask, but it will be included in 
the company’s fall push, being readied by D’Arcy Advertising Co. 


sists that the public has responded 
appreciably to every new thera- 
peutic claim that has come down 
the pike in recent years. 

The hope is that it will exhibit 
its usual alacrity at the sight of 
the fluorides. Even so, the cost of 
putting out a new brand may have 
almost doubled in the last five 
years. 

They point out that the old stan- 
dard of spending 23%-27% of 
dollar sales for promotion is a by- 
gone dream. Collectively, manu- 
facturers are now thought to be 
spending (on the average) about 
30% of their sales dollars for pro- 
motion, but in several instances 
the figure is much higher. 


® For example, most observers 
think Procter & Gamble has spent 
between $19,000,000 and $23,000,- 


000 in advertising, sampling, and 


sales promotion to bring Gleem in- 
to second place. Some guess an ex- 
penditure as high as $40,000,000 in 
return for $28,000,000 in sales. 


For the future, people in the : 


business speculate that manufac- 
turers may take aim on the sub- 
ject of gums in the next few years 
or so. After 40, it’s pointed out, 
the problem of tooth decay lessens 
and gum troubles increase. 
Aerosol containers, the craze of 


the shaving cream, insect repel-| 


lent and deodorizing businesses, 
are also a possibility. Some manu- 
facturers are experimenting with 
the cans right now. Three things, 
besides fluorides, seem to be hold- 
ing this back: A possible retail 
cost of $1.25 for a can of tooth- 
paste; inability to control care- 
fully the flow of the toothpaste so 
that it doesn’t squirt, and finally, 
a question in some minds—what is 
the real value of an aerosol tooth- 
paste? 

In any event, it’ll take a heap of 
wheeling and dealing to keep on 
top of those toothpaste tubes in 
the months ahead. 


Sarong Ads Show 
Girdles Glimpsed 
in ‘Normal’ Use 


(Continued from Page 1) 
state of deshabille is “an important 
new step in foundation advertis- 
ing.” 

Foundation garment advertising, 
he points out, “usually goes to 


/one of two extremes. The garment 
in the last seven years. It’s now 


is either photographed in the bou- 
doir against a background of lush, 
expensive decor, or it goes to the 
other extreme of displaying the 
girdle in silhouette or highly im- 
probable surroundings.” 


Insurance Company 
Will Advertise to 
Introduce New Name 


CoLumBus, O., Aug. 25—Farm 
Bureau Insurance is changing its 
name Sept. 1, and will conduct a 
$600,000 advertising campaign to 
let its 2,000,000 policy holders and 
the general public know about the 
name switch. 

When the company changes its 
name to Nationwide Insurance, it 
will be the first major insurance 
company in more than 100 years to 
make such a move. The name 
change will permit planned expan- 


sinha eieniing 3 


| The New York Times 


The Power 
Working Together 


of People 


NAME CHANGE—Farm Bureau Insur- 
ance, Columbus, O., will run this 
special 16-page section in the New 
York Times Aug. 28 as part of its 
campaign to publicize changing its 
name to Nationwide Insurance, 


sion beyond the company’s present 
13-state operating area. 

The four-week ad campaign will 
utilize 250 newspapers, tv, radio, 
outdoor signs, and insurance and 
business papers. A unique “wrap- 
up” story will be published as a 
16-page magazine section in the 
New York Times on Aug. 28. The 
special section, largely editorial in 
nature, differs from the usual spe- 
cial occasion supplement in that it 
carries not a line of congratulatory 
tie-in advertising and but two 
product-selling ads. 

The campaign will be handled 
by Mumm, Mullay & Nichols. 


“Sarong,” he went on, “intro- 
duces the girdle as it might be seen 
in normal, daily activity.” 

Basic design of the ad, continued 
Mr. Hall, has been incorporated in- 
to a series of point of sale pro- 
motional units. The series uses a 
die-cut miniature of the hansom 
cab and the gal and her escort. The 
cab interior holds 24 girdles indi- 
vidually boxed. 

Donahue & Coe is handling. 
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Advertising Age, August 29, 1955 


Senate Subcommittee 


Calls for ‘Substantial’ 


Tightening and Enforcement of NARTB Code 


(Continued from Page 1) 
code obligates NARTB to take 
measures to see that the code is 
fully publicized. 

“It is appropriate to question 
what measures the association has 
taken to implement the duty en- 
trusted to it,” the report said. 

“The subcommittee is doubt- 
ful that a sufficiently adequate 
effort is being made to inform the 
television audience with regard to 
the seal. 

“The association could produce 
a program explaining the origin 
and the present purpose of the seal 
of good practice. It has not. The 
association could sponsor wide cir- 
culation of the code booklet, but 
it has not. 


® “It would appear that in many 
instances the individual station is 
not sufficiently proud of the seal. 
It gives an occasional minute in 
the early morning or late in the 
evening to a flash of the seal on 
the screen and the brief announce- 
ment, ‘This station is a subscriber 
to the NARTB code of good prac- 
tice.’ 

“If the NARTB is to furnish ade- 
quate leadership within the tele- 
vision industry it must enlist the 
understanding of the American 
public. It should be ever mindful 
of the good of the citizenry, both 


child and adult. It should encour- | 


age thoughtful criticism and should 
act in good faith to rectify the 
imbalance in the showing to chil- 


| dren of incidents depicting crime, 


violence and brutality.” 


© The report acknowledged that) 


-NARTB had taken steps recently 
'to increase its monitoring of pro- 
grams, but it suggested that all 
stations be required to submit all 
‘complaints to the code board. 

The report also called for tight- 
ening up of the “good taste” sec- 
tions of the code, so that it is 
“at least as stringent as the motion 
picture code.” 

The report renewed suggestions 
that NARTB create a_ review 
board passes on films for the 
‘tv, as the motion picture film 
‘board passes on films for the 
| theater. 

The plan for a Presidential com- 
mission to study mass media re- 
‘sembles in part a proposal of- 
‘fered by former Senator William 
Benton of Connecticut four years 
ago. The Benton plan provided for 
an annual appraisal of radio and 
tv programming. As outlined by 
the juvenile delinquency subcom- 
mittee today, the proposed com- 
mittee would study all mass media, 
but would be concerned only with 
their impact on children. The com- 
mission would serve without com- 
pensation, but would have a pro- 
fessional staff. 

No comment on the committee’s 
report was forthcoming from 
-_NARTB, which reported that Pres- 
‘ident Harold Fellows was vaca- 
_ tioning. 


| 


Pontiac Dealer 
Offers Free Trip to 
Paris With ‘55 Car 


Cuicaco, Aug. 25—Loeber Pon- 
tiac Inc. “doesn’t intend to 
make any money” by offering a 
free trip to Paris with every 1955 
Pontiac purchase, but it will “break 
even and move a lot of cars.” 

The one-week trip to Paris, all 
expenses paid, plus a trip for the 
wife for an additional $330, is 
Martin Loeber’s way of unloading 
several hundred cars that he says 
he may get stuck with, since this 
is the “tail end of the year” for 
auto dealers. 

Mr. Loeber said he had picked 
up the idea from a Pontiac dealer 
in Miami who ran a similar cam- 
paign for about six weeks and 
“had very good results.” 

The Chicago dealer made ar- 
rangements with a New York 
travel agency, which he would not 
name, for a package deal, including 
the extra passenger for $330. He 
then ran ads Tuesday and today in 
the Chicago Sun-Times. 


® So far, Mr. Loeber said, the ads 
have stimulated a lot of interest 
and brought sales up 30-40%. He 


ed 
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BREAK EVEN DEAL—Loeber Pontiac 


every 1955 Pontiac purchase. 


jis still tentative, however, about 
how long he will continue the of- 
fer. If results are good, he said, he 
will run ads in the Chicago Trib- 
une and the Chicago American. 

He is hoping to sell from 200 to 
300 cars in two or three weeks, but, 
he added, this may just be hoping. 

For customers who are attracted 
by the ad but don’t want to go to 
Paris, Loeber is offering an addi- 
tional discount. 

The “break even only” offer be- 
came necessary, Mr. Loeber said, 
because the market was “used up 
by bargain deals before the clean- 
up season began.” Now, he added, 
he is better off to dispose of them 
this way than to keep them around. 

Dushkin & Migdow, Chicago, is 
the agency. 


Schenley Plans More 
Advertising for Its 
Dubonnet Subsidiary 


New York, Aug. 25—Schenley 
Industries, which this week pur- 
chased Dubonnet Corp., American 
subsidiary of the French-owned 
aperitif maker, for a reported $1,- 
000,000, plans to increase advertis- 
ing and promotion of the wine. 
Schenley has been exclusive dis- 
tributor for Dubonnet in the U.S. 
and will continue in that capacity. 

Unconfirmed reports indicate 
that the advertising account, now 
handled by W. H. Weintraub & Co., 
will be moved in the near future. 

The American subsidiary was 
established in Philadelphia when 
World War II cut off wine ship- 
ments from the parent company in 
France. Sales in this country in 
1954 are estimated to have been 
about 150,000 cases. The wine is 
sold as Dubonnet regular, a dark 
red wine, and as Dubonnet blanc, 
a white—and dryer—beverage. 


Sackheim Gets Chauvenet 


Chauquin Inc., U. S. agent of 
|Chauvenet sparkling wines, has 
| appointed Ben Sackheim Inc., New 
York, to handle advertising for 


|\Chauvenet. The agency already Field & Co. and a copywriter with 
hopes to move 200-300 cars by oJ-| handles advertising for Amer Pi-|Tatham-Laird, Chicago, before she 
fering a free trip to Paris with|con and Pikina aperitif wines for| began her free lance career about 


Chauquin. 


had been in the copy department 
‘of the New York and Chicago of- 
fices of Young & Rubicam, in the 


Last Minute News Flashes 
McCann Adds Jersey Standard Subsidiary 


Tuutsa, Aug. 26—McCann-Erickson has been appointed to handle 
advertising for Carter Oil Co., Standard Oil of New Jersey subsidiary 
headquartered here and marketing in the Rocky Mountain states. 
McCann succeeds Rogers & Smith, Potts-Turnbull, Kansas City. 


Robert Mountain Named Y&R Radio-TV Director 


New York, Aug. 26—Robert P. Mountain, a v.p. with Young & Rubi- 
cam for some time, has been named director of the agency’s radio-tv 


department. His appointment followed the resignation of Dan Seymour, | | 


v.p. in charge of radio-tv programming and production, who leaves 


Oct. 1 to join J. Walter Thompson Co. as a v.p. Nat Wolff, v.p. and| 


director of program development at Y&R, will devote his time to the 
creation and selection of radio and tv shows. 


Murray Platte Joins Chester Gore Agency 


New York, Aug. 26—Murray Platte, former media director of Nor- 
man D. Waters, has joined Chester Gore Advertising as director of 
media and research. 


Four Appointed to ‘Life’ Merchandising Statt 

New York, Aug. 26—Four new appointments to Life’s merchandising 
staff include Miss Billie Kolb, formerly presentations writer, promoted 
to home furnishing merchandising manager; H. Wood Hastings, 
formerly retail zone manager in Chicago, to drug merchandising man- 
ager; Donald F. (Jack) Severin, formerly West Coast building ma- 
terials field representative, to assistant building materials merchandis- 
ing manager; and John Wiseman, formerly head of Philadelphia 
retail representatives, to assistant food merchandising manager. 


Doherty Joins Bristol-Myers as an Ad Manager 

New York, Aug. 26—Michael K. Doherty has joined Bristol-Myers’ 
Products division as advertising manager, He previously was with 
the Pepsodent division of Lever Bros. Mr. Doherty joins four other 
advertising managers in the division having responsibility for various 
products. He becomes the fifth and will be responsible for Ammen, 
Vitalis hair cream and will assist on Ban. 


Ad Council Aids Flood Victims; Other Late News 


e A two-week emergency drive to help flood victims in the North- 
east has been started by the Advertising Council, with the cooperation 
of radio and tv networks, individual stations and broadcast advertis- 
ers. The drive seeks to help the Red Cross get $8,000,000 to assist 35,- 
000 stricken families. 


e Calgon, Inc., Pittsburgh, will dress up its dishwashing compound, 
Calgonite, in a new white-and-gold package this fall and advertise 
it as the “non-spotting” detergent every month in Holiday, House 
Beautiful and House & Garden, and alternate months in Sunset Mag- 
azine. Nine leading manufacturers of electric dishwashers will tie in. 
Ketchum, MacLeod & Grove is the agency. 


e Precision Radiation Instruments Inc., Los Angeles, has appointed 
Weiss & Geller Inc., Chicago, as its agency. Robert Kaufman, v.p. in 
charge of advertising, said the company is about to embark on its 
largest consumer and trade advertising campaign. 


e The bureau of public roads of the U. S. Department of Commerce 
estimates that motor-vehicle registration in the U. S. will reach 61,- 
301,000 for 1955. Passenger cars will number 50,954,000, a 5.1% in- 
crease over 1954. Trucks and busses are expected to total 10,347,000, a 
gain of 2.8%. Florida leads in expected increase in registrations with 
10%, followed by Texas with 7.1%. The number of motor vehicles 
is expected to jump to 81,000,000 by 1965. 


e The pattern division of the McCall Corp., New York, has named 
Doyle Dane Bernbach to handle advertising. Donahue & Coe continues 
to handle McCall’s. 


e@ Theodore I. Oberfelder has resigned as v.p. and general manager 
of WABC-TV, New York. Slocum Chapin, v.p. in charge of tv sales 
for American Broadcasting Co., will take over direction of the ABC- 
owned station temporarily. 


e Construction will start next month on a new $10,000,000 newspaper 
plant for the Chicago Sun-Times, located on the north bank of the 
Chicago River between the Wrigley Bldg. and Wabash Ave. About 
$5,000,000 worth of equipment will be installed in the new plant, to be 
completed in the spring of 1957. 


WALTER M. CHASE RICHARD R. BENNETT 


Detroit, Aug. 25—Walter M.| WasHINGTON, Aug. 23—Richard 
Chase, 67, formerly associate di- | R. Bennett, 59, former public rela- 
rector of advertising for Parke, tions press director of the National 
Davis & Co., pharmaceutical house, | Assn. of Manufacturers, died here 
died here today. Mr. Chase retired | Sunday after a brief illness. 
from Parke, Davis last December. Born in Baltimore, Mr. Bennett 

He had recently completed a/| graduated from Macalester College 
three-year term as member of the|and St. Paul College of Law, St. 
national council of the American! Paul, Minn. Prior to joining the 
Pharmaceutical Assn. He received| NAM, he was public relations di- 
a B.S. degree from the University |rector of the Drexel Institute of 
of Maine college of pharmacy in| Technology, and before that, a 
1910. After four years of retail|member of the editorial staff of 
pharmacy experience, he joined|the Baltimore Sun. 

Parke, Davis in 1914. 


CLARICE J. FISCHER 

Cuicaco, Aug. 23—Clarice J. 
Fischer, free lance copywriter, 
died here Aug. 21. Miss Fischer 


JOSEPH J. FOX 


KENILWORTH, ILL., Aug. 24—Jo- 
seph J. Fox, 77, board chairman of 
Fox de Luxe Foods, which he 
founded 58 years ago, died in his 
home here yesterday. Mr, Fox was 
president of the company for more 
advertising department of Marshall| man in 1952. He was also treasurer 
of Peter Fox Brewing Co., Chicago, 
from 1933 to 1949 and a past pres- 
ident of the National Poultry, 
Butter & Egg Assn. 


two years ago. 


than 50 years and became chair-| 
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FOR LADIES ONLY—This ad introduc- 

ing Sunbeam Corp.’s new Lady 

Shavemaster will run in seven 

magazines in November and De- 
cember. 


Sunbeam Will Use 
NBC Spec to Kick 
Off Ladies’ Shaver 


Cuicaco, Aug. 25—Sunbeam 
Corp. next month will launch an 
electric shaver especially designed 
for the ladies. 

Sunbeam’s new Lady Shave- 
master features an exclusive Mi- 
cro-Twin head which has two 
sides, one especially ground to 
shave legs, the other ground for 
underarm use. It’s about the size 
of a compact, comes in six pastel 
colors with a plastic case, and sells 
for $14.95. 

The shaver will get a large share 
of the biggest ad campaign in Sun- 
beam’s history. It will be kicked 
off on NBC’s tv spectacular, “Skin 
of Our Teeth,” Sept. 11 and will be 
featured again on three more NBC 
specs, as well as the Martha Raye- 
Milton Berle shows and “Home,” 
“Today” and “Tonight.” Sunbeam 
also will use these same shows for 
all its appliances in November and 
December. 


® Ads in seven consumer maga- 
zines and in newspapers in major 
markets will break in November. 
Sunbeam will use 12 magazines 
this fall instead of the two it used 
last year for its traffic appliance 
pre-Christmas campaign. 

For the shaver, three books 
aimed at the 18-35 age group will 
be used with three shelter books. 
The list includes Better Homes & 
Gardens, Living for Young Home- 
makers, Look, Mademoiselle, Pho- 
toplay, The Saturday Evening Post 
and True Story. Ads will appear 
in the November and December is- 
sues of the monthlies and weekly 
in the Post. 

In addition to this list, an addi- 
tional five will be used for the 
entire appliance division. The are 
Bride’s Magazine, Good House- 
keeping, Ladies’ Home Journal, 
McCall’s and Woman’s Home Com- 
panion, 

Ads for the Lady Shavemaster 
also will run next month in Elec- 
trical Merchandising and Retailing 
Daily. 

Sunbeam says that 1956 ad plans 
for the shaver haven't been formu- 
lated, but it expects a “terrific 
campaign.” 

Perrin-Paus Co., Chicago, is the 
agency. 


Keller Names Walderman 
Keller Publishing Co., New 
York, has appointed J. R. Walder- 
man director of advertising of 
Revista Industrial, Spanish lan- 
guage magazine circulated in 


Latin America. Mr. Walderman 
has been v.p. and director of ad- 
vertising of Export Buyer for the 
past eight years. 
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THe ADVERTISING MARKET PLACE | 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


SO Rp RRNA SARE Se + SOS SAE Sic Se RS a ac ce a 


HELP WANTED 


HELP WANTED 


NEWSPAPER RESEARCH 
Man to join active research staff absorbed 
with problems in market, consumer and 


public opinion areas for large metropolitan | 


newspaper. College grad, must know sta- 


tistics and sampling, knowledge of mar- | 


keting helpful. Growth opportunity, sal- 
ary open. Give complete details. 

Box 7740, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING SPACE SALESMAN 
Opportunity for energetic space salesman 
with established publisher in TV-electron- 
ic business paper field. Must have had 
successful experience selling space for 
industrial publications. Electrical back- 
ground advantageous. Midwest territory. 
Headquarters, Chicago. Salary open, com- 
mensurate with demonstrated ability and 
previous earnings. For immediate inter- 
view, give complete resume in first letter 
including earnings required, and when 
avaiiabie. 

Box 7734, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING AND PUBLISHING 
Openings for Space Salesmen, Editors, 
Production and Circulation help. 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha. 7-1991 Chicago 


TOP ADVERTISING MANAGER 
FOR QUALITY STORE 
An old established promotional but quality 
store in Chicago is open for a top flight 
sales promotion and advertising manager. 
The person we seek must have a flair for 
showmanship, a feel for merchandise, a 
sense of drama and timing. He (or she) 
must be an excellent copywriter. 
This position offers excellent salary, won- 
derful future and unusual opportunity for 
one who has a proven record of accom- 
plishment. Write giving details of back- 
ground, age, present earnings, and an in- 
terview will be arranged. Replies strictly 
confidential. 


Box 7739, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Wanted: MAGAZINE PRODUCTION MAN 
Leading Chicago industrial publication 
seeks experienced production man—young 
(25 to 30 years); college education pre- 
ferred. Job requires handling all phases of 
production between editors, art depart- 
ment, advertising department and printer. 
The man we want must be a self-starter, 
good planner and organizer with ability to 
“get along” but get the job done. Good op- 
portunity in fast growing organization. 
Our employees know of this ad. Replies 
will be kept in strict confidence. 


Box 7737, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


“Our 44th Year” 


FURNITURE A.E. $15,000 +- 


30-40, Merchandising experience, 
Exec. V.P. opening, enormous poten- 
tial, location Chicago. All replies 
strictly confidential. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


MARKET RESEARCH ANALYST 
Large Massachusetts consumer goods man- 
ufacturer needs a senior marketing re- 
search analyst for supervisory job in es- 
tablished department. Candidate should 
have a well rounded background in mar- 
keting research with at least 2 to 3 years 
experience in consumer survey work. Must 
be skilled in interpretation of data and 
writing survey reports for management. 
Supervisory experience essential. College 
degree in business administration or equiv- 
alent necessary and some knowledge of 
statistics would be helpful. Salary com- 
mensurate with skill and experience. Send 
resume and present salary to 

Box 7735, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


FASHION WRITER 


Busy Chicago adv. agency has opening for 
thoroughly experienced fashion writer. 
Must be heavy on tv writing and produc- 
tion. Top opportunity to work on leading 
retail fashion account. Write fully in con- 
fidence. 
Box 7729, ADVERTISING AGE 

200 E. Illmois St. Chicago 11, Ill. 


If you’re the man we want, you’re prob- 
ably between 30 and 40. It’s quite likely 
you’ve never worked on a big national 
account, nor in a big agency. Chances are 
you are now operating a small-town, one- 
man service agency. You have a definite 
flair for institutional copy, you know 
something of production, you can talk 
fluently, you can dictate warm, friendly, 
well-integrated letters. You’d like to live 
the rest of your days in a small mid- 
western city. You do NOT have New York 
ideas about salaries. You want a bigger, 
better, and infinitely surer future than 
nine out of ten of the hot-shot Brooks 
Brothers crowd will ever achieve. You just 
can’t wait to tell us all about yourself! 
Box 7732, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


WANT EXPERIENCE COPY WRITER for 
growing 13-man national ad agency lo- 
cated in vacation area 2 hours from Chica- 
go. Satisfying work and money for young 
man who can write selling copy for con- 
sumer and industrial accounts. Electronic 
or export ad experience helpful. Writer 
selected will be #2 man in Copy Dept. 
Send resume and photo, no samples. 
Box 7723, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Established Miami Agency 
Seeks Good Copywriter 


Must have ay background—no 
pee for a neophyte. Not after a 

ired hand; man, if he clicks, will 
in time have chance’ to become 
part owner. True, we take part of 
our pay in sunshine, but there are 
compensating factors. If Florida has 
real appeal, write in detail, about 
yourself as well as your experience. 
Gottschaldt & Associates, Inc., 213 
N.E. Second Ave., Miami 32, Florida. 


HELP WANTED 


POSITIONS WANTED 


Here is a wonderful opportunity for a 
young fellow who may now be an adver- 
tising asst. or one man adv. dept. Should 
know type, art, production and printing. 
Will get excellent chance to write copy, 
supervise production of news. and mag. 
ads, circulars, direct mail, etc. in medium 
sized Chicago Adv. Agcy. This may be 
just the break you’re looking for to get 
into a fast moving, growing agency. Write 
fully. Replies confidential. 
Box 7730, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


OPPORTUNITY IN SOUTH 
Adv.-Sales Pprom. Mgr. 
Our company is a leading manufacturer 
in cooling and ventilating field with new 
product and expansion planned. Nation- 
wide sales organization is backed by ag- 
gressive program of national consumer and 
trade advertising. To qualify for job, you 
must have applicable experience in ad- 
vertising and sales promotion, be able to 
create ideas, write effectively and work 
well with sales organization and advertis- 
ing agency. Good salary and bonus ar- 
rangement with excellent future opportu- 
nity. Send brief summary of qualifications 
and experience to ‘ 
HUNTER FAN & VENTILATING CO. 

387 S. Front St. Memphis 2, Tenn. 


ALL IS GRIST 
.++..+-Which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


REPRESENTATIVES WANTED 


New, annual “Do-It-Yourself BUYERS 
GUIDE” offers exclusive on advertising 
space sales to right man or organization 
in a number of key areas. Still open: 
General areas of Atlanta, Memphis, New 
Orleans, Minneapolis, St. Louis-Kansas 
City, Denver, Dallas and Seattle-Portland. 
Opportunity to capitalize on tremendous 
growth of do-it-yourself market. Write 
Do-It-Yourself Buyers Guide, 5828 Lincoln 
Ave., Chicago 45, Ill. 


REPRESENTATIVES AVAILABLE 


Chicago Rep can effectively handle one 
addl. trade publication in Mid-West. 
Comm. basis. 


Box 7741, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


SPECIAL REP NEEDS 
ONE MORE LINE é 
Prefer excl. on light mfrd. prod. or proc- 
essed paper gds, name plates, adhesives, 
comm. only. 
Box 7736, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


Complete Offset Preparation, Advertising 
copy, finished Art & Layout. Catalogs & 
Brochures a Speciality. 


R. L. Huey Ha 7-1644 
608 S. Dearborn Chicago, Ill. 


Trade Magazine Wanted: We are inter- 
ested in a trade magazine now operating 
profitably with gross of approximately 
$250,000. Please send copies and details. 


Box 7713, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


MISCELLANEOUS 


Top quality technical illustrator and re- 
toucher desires free lance artwork assign- 
ments, catalogs, manuals, perspectives in 
color, black & white and line. 

A. C. Ullrich Rte 3 Box 459 
McHenry, Ill. Ph. ME 9-6348 


YOUR PRODUCT placed on National & 
Los Angeles Giveaway shows at low cost. 
We also arrange film star Endorsements. 
Write Robert & Gail, 5880 Hollywood 
Blvd., Hollywood 28, Calif. 


PRODUCT ADVERTISING MANAGER 


One of the country’s top companies 
with a nationally recognized market 
program has position for an out- 
standing young man who at the age 
of 28 to 30 has established himself as 
a real comer in the field of market- 
ing. The initial assignment will be 
as product advertising manager re- 
sponsible for a nationally known 
line of products. Exceptionally out- 
standing potential for rapid growth, 
therefore, calling for a man with the 
highest personal and professional 
qualifications. Agency or compan 
advertising experience required. 
Salary in area of $10,000. 


Box 493 ADVERTISING AGE 
480 Lexington Ave. N.Y. 17, NY, 


Editorial Assistant 


Fast writer with experience on 
business paper needed by Chi- 
cago publisher. Must know edi- 
torial production, layout and be 
able to handle responsibilities. 
Young man we need will be on 
his own within few months. 
Must know editing, re-writing, 
layout and have production cost 
control knowledge. Congenial 
office in Loop. Send complete 
résumé to Box 495, Advertising 
Sen se E. Illinois St., Chicago 


SAVE MORE THAN 50% 


FOR SALE 
Model 1950 Addressograph 


Complete system. Grapho 
Type, two 70-drawer cabi- 
nets, one 30-drawer cabinet 
and counting wheel. (Less 
than % price!) Still like new! 


HALL-ROUSH STUDEBAKER 
P.O. Box 5302 Cleveland 1, Ohio 


New Marketing Group 


Or 


COPYWRITER.... 

Fresh Talent Available 
University graduate; schooled in potent 
mail-order copy and merchandising with 
one of the top firms. Administrative ex- 
perience includes planning and budgeting, 
supervision of copy and staff, art, pro- 
duction, schedules. Reason for changing is 
simple: I relish creative planning and 
copywriting, but have been promoted far 
beyond that function. Seeking a responsi- 
ble copy vacancy with an earnest agency, 
Chicago area. Mood for growth in the or- 
ganization is essential. Age 30, keen mind, 
poised. Expensive, but worth it. Let me tell 
you why. 

Box 7738, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


CREATIVE MIND NEEDS OUTLET 
TV-radio-film prod. and copywriting exp. 
Chicago and vicinity preferred. 


Box 7731, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Advertising space salesman, 20 years expe- 
rience, excellent record in consumer and 
trade publications, desires position as 
space salesman or publisher’s representa- 
tive in New York or Eastern territories. 


Box 7733, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


The Midwest's ‘ 
outstanding placement 
Service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
x 


Executive 


Placement 
Counselors 


PUBLIC RELATIONS 
EXECUTIVE 


We are seeking a man with sound public 
relations and management experience. 
After a suitable orientation period in our 
home office, he will be assigned to head a 
new office in a key city. Your inquiry, in 
writing, will be in full confidence. 


HARSHE-ROTMAN, INC. 
8 S. Dearborn St., Chicago 
New York - Rochester - Dallas - Detroit 


Re 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC. 


220 S. State © HArrison 7-8600 © Chicago, III. 


Agency Staff Artist 


—needed at once for permanent po- 
sition in leading Southwestern 
agency. Must have flair for modern 
design and first class creative and 
finish ability including full color. 
Send complete portfolio (which will 
be returned) showing versatility and 
indicating your part in each sample. 
Mention salary requirements, family 
status, and when available. 

Ward Hicks Advertising 

Post Office Box 1317 

Albuquerque, New Mexico 
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Baltz Named Agency Partner 

Edward F. Baltz, formerly man- 
ager of the food department of 
Hearst Advertising Service, Los 
Angeles, has been named a part- 
ner of Mottle & Siteman Adver- 
tising Agency, Los Angeles. Pre- 
viously he was sales advertising 
manager of Shopping Bag Food 
Stores, Los Angeles, and with the 
Los Angeles Examiner in retail 
food advertising. 


Convention Site Digest Out 


Robert F. Warner Inc. has pub- 
lished the fourth annual edition of 
the “Digest of Convention Loca- 
tions,” represented by Warner and 
Glen W. Fawcett Associates. The 
booklet contains information on 
the meeting facilities of 54 city 
and resort hotels. Complimentary 
copies may be obtained by writing 
Warner, 588 Fifth Ave., New York. 


FOR RENT... Near North Side, Chicage 
Dignified offices suitable for small 
advertising agency. Remodeled town 
house. 1,000 square feet, five offices; 
two single offices. DElaware 7-3870. 
National Sporting Goods Association, 
716 N. Rush St., Chicago, Ill. Will air 
condition. 


ADVERTISING MANAGER 
$20,000——-$25,000+ 


Career opportunity with top-flight midwestern 
manufacturer. Solid experience in appliances 
necessary. Must be extremely creative, a good 
organizer and an efficient administrator. Age 
35-45. Salary plus bonus. Contact in confi- 
dence— 


GEORGE E. PYLKAS 


Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
Chicago 4 


202 S. State St. WAbash 2-5020 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


ALL SET TO GO AFTER 
1956 SCHEDULES? 


We offer you immediate, permanent, 
extensive (or regional) representa- 
tion through the earnest cooperation 
of our principals and their years of 
experience as publishers’ representa- 
tives for trade and business papers. 
Our strategically located offices in 
Chicago, Cleveland, and New York 
will give you the same personal 
services as your own organization, 
without the necessary overhead. 
Our Senior Executive will gladly 
discuss your situation personally and 
confidentially. 


Box 490 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING 
EXECUTIVES 


An Executive Placement Service for 
Advertising Managers 
Copywriters 

Account Executives 

Artists . 

| Market Research Men 

| 


Editors 

Public Relations Men 
Technical Writer 

Radio and TV Personnel 


résumés of out-of-town men invited. 
For confidential service call, wire, or 


write 
ARTHUR R. SNYDER 


Cadillac Employment agnney 
220 S. State St. Chicago WA 2-4800 


STINKER 


Got a 


in storage? 


Our present staff is not large enough to take 
on the responsibility for the introduction of 
a new product (responsibility covering 
naming, packaging, consumer and market 
research, sales promotion, advertising plans 
and budgets). 

We are looking for about six men, pref- 
erably with some marketing experience— 
either on the client or agency side. How- 
ever, since we are planning for the future, 
we will definitely consider inexperienced 
men who have demonstrated in college, 


World Famous Manufacturer 


Service, or in other positions that they can 
accept responsibility very rapidly. 


Location is in the Midwest. 


Applicants must be college graduates, 
under 29, and draft exempt. Please give all 
details (including salary requirements) in 
your first letter. All replies will be handled 
in confidence, and no contacts will be made 
until we have your permission. Box 494, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Ill. 


Advertising Age. 


satis 


So impressive to look at—so ex- 
pensive to buy—boys in the depart- 
ment couldn’t operate without it—but 
somehow it got moved to the back- 
room a month later. 


Let’s face it: storage room isn’t 
free, depreciation is ticking away, and 


Stinker is costing you dough where he is. 


There’s an active market in used equipment—printing equip- 
ment, production equipment, business machines, desks, office files, 
visual and audio machines, etc.—and one of the most popular spots 
visited by people with buying power is the classifi 


ed page in 


Going to some 31,000 offices, plants, and homes of advertisi 
and marketing executives, chances are that an ad under AA’s U: 
Equipment Section will bring you more buyers than you can 
. AA’s closing date is Wednesday noon, five days preceding 
publication every Monday. 


Advertising Age 


200 E. Illinois St., Chicago 11 
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Supravision, New Visual Display Device, 
Will Be Introduced in 36 Supermarkets 


(Continued from Page 2) 
ognized advertising agencies. 
The Supravision advertising dis- 
plays are 11x14”. They are inserted 
in special display screens and ex- 
tend prominently into the aisles 
above the shelves. 


® Storecast Supravision offers 
seven merchandising services to 
grocery and drug manufacturers, 
which reportedly are guaranteed 
by the supermarket management 
a... Storecast Corp. These are: 

1. Permanent preferred shelf po- 
sition. 

2. Permanent maximum prac- 
ticable shelf frontage. 

3. Permanent shelf identification 
to tie in with above-the-aisle Su- 
pravision displays. 

4. Permanent special identifica- 
tion for Supravised products in the 
supermarket’s official order guide. 

5. Continuous supervision by 
supermarket management and the 


Storecast system to assure good 
supply of Supravised products to 
guard against sales-destroying out- 
of-stocks. 

6. Off-shelf feature displays of 
Supravised products in all super- 
markets. 

7. A special courtesy card auth- 
orizing representatives of Supra- 
vised products to visit all super- 
markets for checking performance. 


® Acceptance of Supravision has 
been highly gratifying, Storecast 
Corp. reports. Of 781 space units 
made available to advertisers in 
the initial operation, 551 have al- 
ready been sold to grocery manu- 
facturers. 

An unusual local application of 
Supravision displays is being tried 
out by LeBow’s Super Market, 
Carteret, N. J. In addition to the 
national advertising on the display 
spaces in the aisles of this super- 
market, the management is using 


a 


Supravision broaficasts for local, 
advertisers and public service an-| 


nouncements. Local advertisers 
participating include a hardware 
store, automobile dealer, insur- 
ance agent, tv service, dress shop | 
and several other local merchants. 
The LeBow market sells the ad- 
vertising to local merchants at 
local spot broadcast rates. 


Institute Markets ‘Convention’ 

A “convention in miniature,” 
consisting of tape recordings, 
scripts and slides of portions of the 
Super Market Institute’s 1955 an- 
nual convention, is being sold by 
the institute as a new tool for em- 
ploye training programs, The con- 
vention package, containing 130 
miniatures, is being made available 
to SMI members for $45. 


‘Parade’ Adds Virginia Paper 


The Newport News-Hampton- 
Warwick Daily Press will start 
distributing Parade Oct. 2. This| 
brings to 49 the number of news- | 
papers distributing the Sunday 
supplement. 


FABULOUS PHOENIX 


CENTER OF THE NATION’S 
GREATEST INDUSTRIAL EXPANSION 


Arizona’s skyrocketing manufacturing employment 
showed a percentage increase greater than any other state 
from 1950 through 1954 — an employment gain of 71.6 per 
cent — almost twice as great as California — more than three 


times as great as Texas. 


The value of Arizona’s industrial output increased 249 
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Families with kids -45% 
of the people (15 years or older) in households 
which have children, in New York City and suburbs 


are News readers- 


New York News readers total 4,780,000 daily. The 
number and characteristics of New York newspaper 
readers shown for the first time, in the $150,000 study 


ad 
Profile of the millions 
... including findings from 10,349 personal interviews 
made by W. R. Simmons & Associates Research, Inc. 
in the Fall of 1954. A summary is presented visually, 


by appointment only. Call any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) Og 
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Bed linen buyers- 397, 


of the women living in New York City & 
suburbs, who bought bed linen within the last year 


are News readers- 


The News has 2,290,000 women readers daily, is a 
favorite of women in every category—in top income 
and educational classifications, owned homes, 

charge accounts, and families with children. Don’t miss 
this comprehensive and significant readership study 


Profile of the millions 


if you do business in the New York market, and want 
to know how to make your advertising make more sales! 


(Copyright 1955 by News Syndicate Co., Inc.) 


The one-buy, single-insertion 
PHOENIX REPUBLIC AND 
GAZETTE, daily and Sunday, 
delivers complete saturation 
of Metropolitan Phoenix, con- 
taining about half of Arizona's 
entire population, plus state- 
wide coverage. 


per cent in eight booming years, from 1946 through 1954. 


And the boom goes on, with fabulous Phoenix the hub 
of the billion-dollar Arizona market! New factories continue 


Frozen vegetables -39>, 


of the women in New York City & suburbs 
who served frozen vegetables in the last month 


are News readers- 


Women readers of the Daily News total 2,290,000! 
... are the majority customers for bread, cereals, 
coffee, tea, soft drinks, ice cream, canned & frozen 
meats, detergents . . . as you’ll find out from the 
most authoritative study ever made of New York 
newspaper readers and their market influence .. . 


Profile of the millions 
Shown in visual presentation, by appointment 


only. Don’t miss! Ask any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


to move in — and with the new plants come the workers. The 


population of Metropolitan Phoenix is swelling at the rate 
of 2,500 a month — a goods-buying, money-spending Major 
Market on the move! 


Statistics supplied by Research Department of the Valley Nationo! Bank 


THE PHOENIX REPUBLIC AND GAZETTE 


PHOENIX, ARIZONA 


REPRESENTED NATIONALLY BY KELLY-SMITH COMPANY 
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— IN McCALCS HISTORY? 


CHICAGO CINCINNATI BOSTON PHILADELPHIA LOS ANGELES SAN FRANCISCO SS. qx 
919 North Michigan Ave. 701 Terrace Plaza Bidg. Statier Office Bidg. Girard Trust Co. Bidg. Blanchard-Nichols, Inc. Blanchard-Nichols, Inc. Re 
Whitehall 4-4226 GArfield 1-1172 HUbbard 2-1725 Rittenhouse 6-4658 633 S. Westmoreland Ave. 111 Sutter St., Room 2225 a 
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WHY WAS JULY 8" 1955 
A BIG DAY 


’ 
, 
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At the half-way mark in 1955, advertising space orders 


already surpass the total space 
sold in McCall's in the entire year of 1954! 


On July 8th, 1955, orders for advertising space in 
McCall’s reached a total of 3,162 columns — greater than 
the total advertising space sold in McCall’s in the 

entire year of 1954! 


What’s more, the advertising orders for 1955 received 
by July 8th, surpassed in dollar-volume the total 
advertising revenue of any full year in McCall’s history. 


This is dramatic and exciting proof that more and 
more advertisers recognize the importance of McCall’s, 
with its 12,000,000 readers, in reaching the woman 
who is the buyer for her family. 


. new kitchen 
enter our Contest 


Advertisers are aware that McCall’s impact on 
women who buy is greater because editorially it is 
completely contemporary. It reflects all of a woman’s 
interests—including her family. 


In no other magazine today can an advertiser reach 
this woman and her family with greater effectiveness 
than in McCall’s. Ask your McCall’s representative 

to show you the facts and figures. 


McCALL’S, 230 Park Avenue, New York 17, N.Y. MUrray Hill 6-4600. A/so branch offices in: 


OUnkirk 8-6134 YUkon 6-6341 
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